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Surround  your  applications  and  data  with  protection  from 
the  world’s  most  secure  cloud  infrastructure  provider. 

Visit  firehost.com/get-secure  or  call  1  877  262  3473 
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Chris  Drake 

FOUNDER/CTO,  FIREHOST 

As  the  founder  and  CTO  of 
FireHost,  Chris  Drake  oversees 
the  technical  development  of 
the  company's  secure  cloud 
services.  Prior  to  his  role  as 
CTO,  Drake  served  for  five 
years  as  CEO.  He  began  his 
career  by  serving  as  a  para¬ 
trooper  in  the  U.S.  Army. 

While  based  at  Fort  Bragg, 
Drake  was  selected  to  build 
some  of  the  U.S.  Army's  first 
private  and  secure  websites. 
He  is  now  a  sought-after 
speaker  and  writer  on  issues 
surrounding  the  cloud,  hosting 
and  security. 


FOR  MORE  INFORMATION: 

please  visit  firehost.com/ 
insecurity-complex  or  call 
877-262-3473. 
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Cracking  the  Code  of 
Cloud  Security 

Application  protection  and  collaborative  guidance  are  keys. 


As  more  and  more  businesses  move  mis¬ 
sion-critical  data  to  the  cloud,  it  is  vital  that 
they  partner  with  a  cloud  provider  worthy 
of  their  trust.  Chris  Drake,  founder  and  CTO 
of  secure  cloud  leader  FireHost,  explains 
how  security  in  the  cloud  is  not  achieved 
through  technology  alone,  but  through  a 
constructive  relationship  between  the 
cloud  user  and  the  cloud  provider. 

Why  is  it  that  security  breaches  seem 
more  prevalent  than  ever? 

The  problem  is  getting  worse  because 
weapons  are  not  evolving— security  ven¬ 
dors  are  still  developing  the  same  tools. 
Meanwhile,  the  enemy  is  getting  stronger. 
There  is  a  cultural  problem— security  is 
often  addressed  reactively.  It’s  not  until 
breaches  become  news  that  they  start  to 
get  discussed  in  board  meetings. 

What  are  the  most  urgent  cloud  security 
challenges  for  enterprises  today? 

First,  giving  full  trust  to  cloud  providers, 
when  the  provider  has  done  nothing  to  earn 
that  trust,  is  a  problem. 

Second,  there’s  only  one  true  vector:  the 
application  layer.  All  other  ports  should  be 
completely  closed.  Most  businesses  fail  to 
protect  that  layer.  FireHost  protects  that. 

Third,  assume  no  one  is  trustworthy. 

The  last  wall  of  protection  is  at  the  data 
layer,  and  it  must  be  fully  encrypted.  You 
can  put  in  all  the  security  devices  you  want 
and  spend  millions  of  dollars  protecting 
the  edge.  But  when  you  hire  a  database 
administrator,  don’t  do  a  background  check 
and  permit  that  person  to  go  into  your 
customer  records— that’s  where  people  get 
caught  in  a  bad  place. 

Finally,  realize  that  security  is  a  respon¬ 
sibility,  not  just  a  technology.  Assume  the 
worst  is  going  to  happen  and  be  prepared. 
Stakes  are  high.  Trust  is  lost  when  a  company 


gets  breached,  and  it  is  multiplied  when 
the  response  is  uncoordinated  or  slow. 

What  is  FireHost  doing  to  ensure  that  trust 
in  a  cloud  provider  is  justified? 

Our  competitors  look  at  security  from  a 
bolted-on  perspective.  We  are  natively 
secure.  We  fully  bake  security  into  our 
infrastructure  and  the  business  process, 
which  we  feel  is  the  only  way  to  achieve 
protection.  Our  infrastructure  mitigates 
external  and  insider  threats.  For  example, 
cloud  providers  have  many  systems 
administrators  that  log  in  to  servers  to 
support  customers.  Unlike  other  provid¬ 
ers,  we've  implemented  privileged  access 
management,  so  when  a  sys  admin  logs 
into  a  customer’s  server,  we  know  who  it 
is  and  what  they’re  doing.  Other  providers 
have  one  login/password  for  all  admins. 
And  just  as  important,  we  are  transparent 
about  what  FireHost  secures  and  where  a 
customer  must  take  responsibility. 

What  will  the  cloud  security  provider 
of  the  future  look  like? 

A  cloud  security  provider  is  going  to  be  less 
technology-focused  and  more  education- 
focused  in  the  future.  Just  selling  a  techni¬ 
cal  solution  doesn’t  reduce  risk,  solve 
business  problems  or  erase  cybercrime.  IT 
stakeholders  need  to  understand  that  secu¬ 
rity  is  a  shared  responsibility.  At  FireHost, 
we  have  architected  a  data  “safehouse” 
unlike  anyone  in  the  industry,  but  security 
also  requires  well-written  applications 
and  well-managed  user  access.  Tomor¬ 
row’s  cloud  security  provider  will  deliver 
solutions  and  guidance  across  all  these  vital 
security  concerns.  If  you  had  to  bet  that  to¬ 
day’s  old-school,  traditional  cloud  provider 
will  represent  the  way  the  future  cloud 
provider  looks  in  2016  or  2020,  would  you 
place  that  bet?  I  wouldn’t.  ■ 
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SENIOR  VICE  PRESIDENT  OF 
PRODUCT  MARKETING  AT 
RMG  NETWORKS 

Having  created  market-leading 
products  with  technologists 
in  India,  Argentina,  and  the 
United  States,  Rick  has  a  great 
sense  of  organizational  IT 
needs  across  a  broad  swath  of 
user  types  and  geographies. 
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Brave  New  world  of 
Visual  Communication 

Digital  signage  drives  productivity  gains  while  lowering  costs 


What  is  digital  signage  and  what  IT  and/or 
organizational  challenges  or  problems  does 
it  solve? 

Digital  signage  is  an  all-encompassing  term 
for  the  software,  hardware,  and  services  that 
people  use  to  communicate  visually.  It  gives 
organizations,  departments,  or  compa¬ 
nies  a  voice  to  their  customers,  visitors,  or 
employees.  Digital  signage  enhances  the 
customer  experience  by  increasing  the  sale 
of  high-ticket  or  high-margin  products,  and 
it  enhances  the  work  environment  by  in¬ 
creasing  productivity  and  morale.  It’s  really 
a  communications  platform. 

We've  seen  this  technology  for  a  while, 
largely  in  the  retail  sector.  What's  a  good 
use  case  outside  of  that  vertical? 

A  good  use  of  digital  signage  is  in  large,  geo¬ 
graphically  dispersed  call  centers  that  share 
incoming  calls.  Studies  show  that  putting  re¬ 
al-time  data  up  on  screens  in  interesting  and 
dynamic  ways  materially  increases  employ¬ 
ee  performance.  Additionally,  by  integrating 
into  the  call  centers’  phone  systems,  a  digital 
signage  provider  can  show  when  calls  are 
being  routed  to  different  centers  based  on 
workload  and  other  variables. 

This  seems  like  the  kind  of  solution  that 
could  attract  LOB  managers,  true? 

Absolutely.  Digital  signage  is  going  to  be  a 
key  platform  as  companies  go  toward  the 
“gamification”  of  work.  Many  advanced 
companies  are  looking  at  these  systems  to 
scoreboard  how  their  teams  are  doing,  then 
building  in  reward  systems. 

What  are  the  central  elements  of  the  value 
proposition  of  real-time  digital  signage? 

The  most  powerful  untapped  source  of 
productivity  and  motivation  in  a  company 
is  visible  real-time  data.  For  example,  if  you 
work  in  a  call  center,  and  you  see  a  big  queue 
up  on  a  digital  screen,  you  will  work  faster 
through  that  queue.  That’s  the  central  value 
proposition  by  far.  Other  elements  of  the 


value  proposition  come  from  the  use  of  that 
data  or  the  different  levels  of  the  consumers 
of  that  data.  Our  system  allows  you  to  have 
a  pop-up  window  on  your  laptop,  desktop, 
phone,  or  tablet.  The  idea  is  that  there  is  a 
layer  of  real-time  information  that’s  being 
harvested  at  the  appropriate  frequency,  and 
everyone  gets  and  sees  what  they  need  in 
order  to  perform  better. 

What  does  RMG  bring  to  the  digital  signage 
and  business  visualization  market  that  is 
unique? 

RMG  has  two  unique  offerings.  First,  the 
company  itself  has  all  different  types  of 
digital  signage.  In  fact,  RMG  Networks  has 
a  media  side,  selling  advertising.  One  of  our 
biggest  networks  is  on  the  back  of  airline 
seats  and  in  carrier  lounges.  We  also  have 
creative  and  installation  services,  making  us 
a  one-stop  shop  for  all  things  digital  signage. 
Our  uniqueness  also  stems  from  our  longev¬ 
ity  in  the  market.  RMG  has  been  building 
these  systems  for  years.  We  have  a  very 
robust  data  integration  layer  that  allows  you 
to  do  centralized  data  integration  across  all 
different  domains  and  business  subsystems. 
Our  systems  have  been  through  the  gauntlet 
in  terms  of  security  and  stability. 

Have  you  been  able  to  document  real 
ROI  with  these  kinds  of  solutions? 

With  data  or  business  visualization,  ROI 
conies  from  productivity  increases  and 
cost  reductions.  For  example,  one  distribu¬ 
tion  center  proved  a  l  percent  productivity 
gain,  which  will  save  $55  million  annually 
when  deployed  to  all  their  centers.  Revenue¬ 
generating  activities,  such  as  using  digital 
signage  for  advertising,  provide  another 
calculable  ROI.  In  call  centers,  we  have 
documented  the  reduction  of  the  number 
of  calls  in  queue  and  average  talk  time. 
Finally,  in  internal  communications,  we 
prove  a  20  percent  reduction  in  turnover 
just  by  consistently  communicating 
company  messages.  ■ 
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Intelligent  Visual  Communications,  Delivered. 


Let  RMG  NETWORKS  and 
gamification  take  you  to 
the  next  level 


General  Information: 

1-800-827-9666 

Sales: 

1-877-796-6634 


Workers  can  have  more  fun  and  get  more  done  at  the  same  time  by  using  visual 
productivity  games  displayed  on  digital  signage.  RMG  Networks  helps  you  run 
your  business  more  efficiently  with  real-time  data  visualization.  By  combining 
gamification  with  best-in-class  software,  hardware,  applications  and  services, 
companies  can  achieve  faster  ROI  and  maximum  performance. 


info@RMGNetworks.com 


Contact  us  to  learn  more  or  to  request  a  custom  demo 
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CIOs  on  a  Mission 

Jeff  Como's  mom  used  to  chide  him  about  his  workaholic  tendencies. 
“Why  do  you  work  so  hard?”  she’d  ask  her  son,  the  IT  executive.  “It’s  not  like 
you’re  curing  cancer.”  That  was  before  Como  became  CIO  of  the  Leukemia 
and  Lymphoma  Society  (LLS)  nine  years  ago— joining  the  unique  breed  of 
dedicated  IT  leaders  featured  in  our  cover  story  (“CIOs  vs.  Cancer,”  Page  38). 

“I’d  always  wanted  to  apply  my  skills  to  something  that  wasn’t  just  about 
building  shareholder  value,”  says  Como,  an  IT  veteran  of  aerospace,  dotcom 
and  outsourcing  companies.  “I  was  looking  for  a  way  to  give  back  based 
on  my  skill  sets.” 

In  this  profoundly  hopeful  and  uplifting  story,  Stephanie  Overby  writes 
about  informal  coalitions  of  cancer-fighting  CIOs  from  some  of  the  country’s 
leading  medical  institutions.  These  CIOs  cross  business  boundaries  with 
potential  rivals— everyone  competes  for  donor  dollars— as  they  collaborate 
on  technology  strategies,  share  best  practices  or  work  jointly  on  developing 
a  data-sharing  platform.  They  compare  notes  on  project  management,  data 
visualization  and  the  best  mobile  technologies  for  fundraising  activities. 

“The  end  game  is  so  similar  that  we  thought,  ‘Why  don’t  we  share 
ideas?”’  says  CIO  Jay  Ferro  of  the  American  Cancer  Society,  who  joined 
forces  two  years  ago  with  LLS’  Como  and  CIO  Robert  Machen  of  ALSAC, 
the  fundraising  arm  of  St.  Jude  Children’s  Research  Hospital.  “Some  people 
have  a  job,  some  people  have  a  career,  and  some  people  are  on  a  crusade,” 
Ferro  says.  “We’re  on  a  crusade.” 

Being  part  of  that  crusade  means  taking  full  advantage  of  leading-edge 
IT  practices  in  data  management,  new  cloud-based  services  and  the  latest 
collaboration  tools.  It  means  enabling  everything  from  donor  management 
systems  to  next-generation  DNA  sequencing. 

At  Memorial  Sloan  Kettering  Cancer  Center,  for  example,  IBM’s  super¬ 
computer  Watson  is  being  used  as  a  decision-support  tool  to  optimize 
patient  treatment  plans.  “I  couldn’t  be  alive  at  a  more  exciting  time  in  cancer 
research,”  says  Sloan  Kettering  CIO  Patricia  Skarulis,  “and  we’re  helping 
to  get  that  to  the  bedside.” 

“Mission”  is  a  word  you  hear  often  in  conversations  with  CIOs  in  the 
cancer  field.  “I  have  to  deliver  an  awful  lot  of  basic  services  like  every  other 
CIO— networks,  storage,  file  services,  security,”  says  Warren  Kibbe,  CIO 
of  the  National  Cancer  Institute.  “But  I  have  this  really  exciting  additional 
mission  to  take  into  account.” 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfiohnson@cio.com 
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Security's  Data  Deluge 

As  federal  agencies  struggle  to  keep  pace 
with  the  rising  cybersecurity  threats, 

CIOs  are  moving  away  from  treating  secu¬ 
rity  as  a  compliance  exercise  and  instead 
adopting  continuous,  automated 
monitoring  of  networked  assets  to  report 
potential  security  incidents.  "We're  now 
moving  toward  an  era  of  much  more  auto¬ 
mated  and  near-real-time  situational 
awareness,"  says  Simon  Szykman,  CIO  at 
the  Department  of  Commerce.  But  all  that 
monitoring  has  created  overwhelming 
amounts  of  data  that  has  to  be  analyzed, 
says  William  Lay,  the  State  Department's 
deputy  CIO  for  information  assur¬ 
ance.  www.cio.com/article/7516fel 

Data  Scientist  Skills 

What  skills  should  you  seek  in  a  data  scien¬ 
tist?  For  starters,  they  need  a  background 
in  math  or  statistics  and  should  know  a 
query-scripting  language  such  as  Python. 
They  should  be  able  to  execute  standard 
queries  and  database  runs  and  also 
be  creative  enough  to  suggest  queries 
that  the  organization  hasn't  yet  thought 
to  ask.  But  if  you  want  to  get  all  that,  you 
should  be  prepared  to  offer  a  six-figure 
salary,  www.cio.com/article/751478 

SaaS  Consultants  Needed 

Business  managers  are  inundated  with 
sales  pitches  from  software-as-a-service 
(SaaS)  vendors,  which  can  lead  to  shadow 
IT  and  compliance  problems.  To  ensure 
they  play  a  role  in  those  deals,  CIOs  should 
establish  partnerships  with  corporate  pro¬ 
curement  officers  and  other  business 
managers.  As  Beth  Devin,  CIO  at  Silicon  Val¬ 
ley  Bank,  puts  it,  "My  inspiration  to  my  team 
is:  How  do  you  become  that  SaaS  consul¬ 
tant?"  www.cio.com/article/751641 


Compiled  by  Executive  Editor  Mitch  Betts. 
To  comment  about  a  story  in  this  issue  of 
CIO,  goto  www.cio.com/is5ue/Z0140601 
or  write  to  letters@cio.com. 
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When  you  experience  a  data  breach  of  any  size,  you  risk  a  huge  breach  in  customer  trust. 

If  you  provide  only  credit  monitoring  protection,  you  can  leave  your  customers  vulnerable  to  fraud. 
Your  customers  deserve  more. 

Offer  them  LifeLock®  protection.  We  go  beyond  credit  monitoring  alone  to  proactively  guard  against 
identity  theft  before  more  damage  can  be  done.  LifeLock  helps  you  move  beyond  your  security  breach 
and  regain  trust.  So  everyone  can  get  back  to  business. 

Be  trusted  with  ufeLock  Data  Breach  Services. 


*  LifeLock 

BUSINESS  SOLUTIONS 


Learn  more  at  LifeLock.com/Business 
Or  call  1-877-511-7906 


Trust  isn't  one  thing. 

It's  everything. 


©  2014  LifeLock,  Inc  All  Rights  Reserved.  LifeLock,  LifeLock  Ultimate,  the  LockMan  icon  and  "Relentlessly  Protecting  Your  Identity" 
are  registered  trademarks  of  LifeLock,  Inc. 


=> 

z 

_J 

o 

X 

z 

z 

> 


> 

CD 

o 

K 

O 

X 

CL 


FROM  THE  CEO 

Your  Real  Business 

Are  we  living  through  the  single  most  revolutionary  time  in  business 
transformation?  Or  does  it  just  feel  that  way? 

When  I  think  about  the  combined  forces  of  the  Internet,  cloud  comput¬ 
ing,  social  tools,  mobile  devices  and  a  nearly  infinite  amount  of  big  data, 
I  wonder  how  any  business  can  fail  to  be  transformed.  (The  alternative 
being  to  simply  fail.) 

Then  I  think  about  the  digitization  of  business  at  the  dawn  of  the 
industrial  Internet  era,  and  I’m  convinced  that  we  really  are  in  the  midst 
of  revolution.  Yet  as  a  fan  of  history,  I  play  devil’s  advocate  with  myself  on 
all  this.  Maybe  what  the  business  world  is  currently  experiencing  is  not 
all  that  unique. 

I  was  recently  reading  about  historical  periods  of  business  transforma¬ 
tion  and  came  across  the  fascinating  history  of  the  ice  industry.  (Yes,  ice!) 
The  1860s  were  the  height  of  competitive  American  ice  harvesting,  when 
thriving  firms  like  the  Knickerbocker  Ice  Co.  distributed  ice  to  homes  and 
businesses  throughout  New  York.  In  the  early  decades  of  the  20th  century, 
the  ice  industry  was  powerful  and  profitable  in  the  eastern  U.S. 

Then  along  came  refrigeration  and  home  freezers,  and  the  ice  party 
melted.  It’s  still  a  $2.5  billion  industry  (mostly  prepackaged  and  direct-to- 
consumer),  but  dominant  players  like  Knickerbocker  went  out  of  business. 
What  might  have  happened  if  those  ice  companies  had  asked  themselves 
two  simple  questions:  “What  business  am  I  in  today?  What  business  do 
I  need  to  be  in  tomorrow?”  Instead  of  thinking  they  were  only  in  the  ice 
business,  they  might  have  realized  they  were  actually  in  the  delivery  busi¬ 
ness.  By  thinking  a  little  differently,  they  might  have  figured  out  that  those 
ice-delivery  routes  were  a  road  map  to  delivering  other  goods  to  homes  and 
businesses.  (They  could  have  been  FedEx!) 

Today’s  industry  leaders  constantly  ask  themselves  those  two  questions. 
Amazon  was  a  bookstore  disrupter  and  e-book  company  just  a  few  years 
ago;  now  it’s  the  largest  online  retailer  in  the  world,  on  its  way  to  becoming 
a  dominant  power  in  cloud  computing.  Given  the  technology  capabilities  at 
our  disposal  and  the  ever-lower  barriers  to  entry  in  so  many  markets,  every 
industry  is  a  target  for  disruption  today. 

What  is  your  real  business  today?  What  will  it  be  in  the  future?  Those 
are  the  questions  all  CIOs  should  be  asking  (and  answering)  right  now. 


Michael  Friedenberg,  CEO 

mfriedenbergiaidg.com 
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Trouble  in  the  C-Suite 

Many  execs  are  dissatisfied  with  how  they  develop  digital  strategy. 
Will  the  CIO  step  forward  and  blaze  a  trail?  by  rick  pastore 


Many  executives  admit  that  their  C-suite  hesitates 
to  make  the  bold  decisions  required  to  capitalize  on  the 
opportunities  and  solve  the  challenges  presented  by  a 
digital  business  environment,  according  to  more  than 
400  executives  surveyed  by  the  CIO  Executive  Council. 

Only  14  percent  of  respondents  were  highly  satisfied 
with  the  C-suite’s  efforts  to  shape  digital  strategy  and  its 
decision-making  record  on  digital  opportunities,  which 
usually  involve  social,  mobile,  analytics  and  cloud  tech¬ 
nologies.  Nearly  half  were  dissatisfied. 

What’s  wrong  in  the  C-suite?  Many  C-level  executives 
make  decisions  about  digital  business  in  silos,  rather  than 
in  collaboration  with  their  peers,  according  to  the  Council, 
which  is  affiliated  with  CIO  magazine.  But  multiple  studies 
show  that,  when  pursuing  a  digital  strategy,  a  collaborative 
C-suite  produces  greater  business  benefits. 

Asked  what  needs  to  change,  survey  respondents  most 
often  agreed  with  the  following  recommendations: 

■  Better  anticipate  digital  opportunities  and  challenges 

■  Accelerate  decision  making  and  execution 


■  Create  and  communicate  a  strategic  vision  for  the 
digital  business  environment 

The  key  is  being  future-oriented,  the  study  says.  “A 
game-changer  for  any  organization  in  this  digital  envi¬ 
ronment  is  thinking  about  what  can  be,”  says  Paul  Larkins, 
president  and  CEO  of  SquareTwo  Financial.  “Our  CIO, 
Bill  Weeks,  shares  with  other  members  of  the  C-suite  what 
might  be  [and]  gets  them  excited  about  it.” 

Any  executive  could  step  up  to  be  the  company’s  digi¬ 
tal  pathfinder,  the  study  says.  CIOs  don’t  have  a  lock  on 
that  role,  but  the  council  says  CIOs  are  well-positioned  to 
become  their  C-suite’s  digital  guide  and  champion— oth¬ 
erwise  they  risk  being  sidelined. 

Although  the  position  of  chief  digital  officer  (CDO) 
is  getting  a  lot  of  attention,  only  12  percent  of  the  survey 
respondents  frequently  delegate  digital  decisions  to  CDOs, 
and  only  6  percent  recommend  hiring  one. 


Rick  Pastore  is  vice  president  of  strategy  at  the  CIO  Executive 
Council,  founded  by  CIO's  publisher. 





CIO:  Guiding  Change  or  M.I.A.? 

Which  term  best  characterizes  the  role  your  CIO 
plays  in  the  C-suite's  digital  strategy  decisions? 


28% 


Digital  Guide  (proactive) 


20% 


Digital  Champion  (rallies  the  C-suite) 

110/0 

Digital  Owner  (ultimate  decision-maker) 

On-Call  Resource  (consulted  only  when  needed) 

■■■■  8% 

Digital  Cop  (intervenes  only  when  necessary) 

8% 

Missing  Person  (typically  not  involved) 


25% 


C-Suite  Performance 

How  satisfied  are  you  with  your  C-suite's 
performance  when  it  comes  to  digital 
business  strategy? 


Highly  satisfied  j 


Somewhat 

satisfied 
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...RELY  ON  US  FOR  THEIR  BUSINESS  COMMUNICATIONS  NEEDS. 

Among  our  more  than  5,000  customers  are  some  of  the  most  well  respected  companies 
in  the  world.  Stars  in  their  respective  industries.  They  work  every  day  to  deliver  the 
best  possible  service  to  their  customers.  And  they've  learned  how  to  use  technology  to 
their  advantage.  To  find  out  how  these  outstanding  companies  are  using  innovation 
to  deliver  great  customer  experiences,  visit  www.inin.com/Thelntelligent. 
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Fresh  Ideas  from 
Around  the  Globe 


Technology  Gives  Sports  Retailer  Wiggle  Room 


UNITED  KINGDOM 


'This  business  is  about  pace,"  says  Mark  Dermody,  CIO  of 
U.K.  online  cycling  and  sports  retailer  Wiggle.  In  2012,  Wiggle  grew  by  20  per¬ 
cent  dispatching  3  million  orders.  The  London  Olympics  may  have  helped,  but 
Dermody  thinks  that  the  success  had  more  to  do  with  an  emphasis  on  the  com¬ 
pany's  online,  supply-chain  and  distribution  strategy,  which  enables  it  to  deliver 
almost  anything  to  Australia  in  just  40  hours. 

"The  technology  teams  have  the  freedom  to  innovate  using  Agile  and  Lean 
methods,"  Dermody  says.  Those  70  staffers  recently  implemented  a  new  carrier- 
management  system  and  a  warehouse-management  system.  Now  Dermody  is 
assessing  further  improvements  to  the  back-office  operations.  "We  are  not  likely 
to  go  with  a  large-scale,  end-to-end  ERP,"  he  says,  but  master  data  management 
and  cloud  computing  are  getting  close  consideration,  www.cio.co.uk 
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Putting  Banking  Customers  in  Charge 

AUSTRALIA  The  rise  of  digital,  mobile  and  social  media 
technology  has  put  customers  at  the  center  of  the  banking 
experience,  says  Clive  Whincup,  CIO  of  Westpac,  a  Sydney-based 
banking  and  financial  services  provider.  Banks  need  to  unify  their 
technology  approach  so  customers  can  interact  with  them  when¬ 
ever  and  however  they  choose. 

Having  concluded  an  AU$2  billion  transformation  to  upgrade 
its  technology,  infrastructure  and  operations,  Westpac  is  now 
launching  a  new  online  banking  initiative  designed  for  customers' 
ease  of  use.  Meanwhile,  the  financial  services  group  is  migrat¬ 
ing  separate  internal  brand  platforms  onto  unified  technology  to 
streamline  customer  interaction,  www.cio.idg.com.au 
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One  System  to  Rule  Them  All 

INDIA  Acquisitions  have  fueled  growth 
at  Crompton  Greaves,  which  makes  trans¬ 
formers,  pumps  and  motors,  but  they  left 
it  with  a  hodgepodge  of  ERP,  supply  chain, 
CRM  and  product  lifecycle  management  sys¬ 
tems.  Besides  the  cost  and  inefficiency,  the 
tech  jumble  also  meant  reporting  problems, 
saysj.  Ramesh,  the  company's  global  CIO. 
The  fix:  All  ERP  systems  were  consolidated 
to  a  single,  global  SAP  instance  run  from 
the  data  center  in  Mumbai,  which  saves  the 
company  about  $900,000.  www.cio.in 


CIO  Brings  a  Technology  Overhaul  to  Polish  Insurer 

POLAND  When  Przemystaw  Henschke  joined  PZU  Group  as  CIO,  he  got  the  Polish  insurer  started  on  its  transition  to 
what  he  calls  PZU  IT  2.0-a  three-year  transformation  that  the  company  is  now  right  in  the  middle  of.  It  involves  intercon¬ 
nected  initiatives  that  affect  management  architecture,  organization,  vendor  management,  IT  control,  cooperation  with 
business  and  measures  of  effectiveness.  PZU  IT  2.0  has  overhauled  the  systems  for  life  and  property  insurance  products 
and  added  a  workflow  system,  eliminating  nearly  90  percent  of  paper  documents.  The  project's  overarching  goals  are  to 
reduce  time-to-market  for  new  products  and  introduce  new  channels  of  interaction  with  customers,  such  as  using  mobile 
devices  for  claims  handling,  "so  we  are  with  a  client  when  you  need  us  the  most,"  Henschke  says,  www.klubcio.pl 
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The  cloud  that 
responds  first. 

Mother  Nature  can  be  a  tough  customer.  That's  why  emergency 
responders  around  the  world  need  to  be  agile  and  coordinated 
when  disaster  strikes.  Powered  by  Lync  and  Office  365,  teams  from 
multiple  organizations  can  collaborate  and  coordinate  in  real  time 
to  outmaneuver  emergencies  -  no  matter  what  device  they  are  on. 

This  cloud  helps  save  more  than  time.  This  is  the  Microsoft  Cloud. 
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learn  more  at  microsoftcloud.com 


Microsoft  Cloud 


In  the  Shadows 

Three  tips  for  dealing  with  technology 
thatthelT  group  didn't  authorize 


l 


Monitor  your  network  for  new  and  unknown 
devices-and  cloud  services-to  find  out  if  (or 
where)  you  have  a  shadow  IT  problem. 


2  Prioritize  risk.  Not  all  software  and  services 
used  outside  of  IT  control  are  bad.  Identify  the 
riskiest  services  in  use  and  address  those  first. 
Either  block  access  or  ask  employees  to  stop. 


3  Offer  an  amnesty  period  for  shadow  IT. 

Allow  users  of  unauthorized  technology  to 
stand  up,  own  up  and  be  counted,  without  fear 
of  retribution,  Give  users  an  opportunity  to  explain 
why  they  needed  a  third-party  app  and  why  your  cor¬ 
porate  systems  weren't  up  to  the  job, 

-Jennifer  Lonoff  Schiff 

For  more  tips,  see:  www.cio.com/artide/743114 
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book  Big  Data  @  Work 

By  Thomas  Davenport 

Like  most  CIOs,  this  legendary  management 
guru  rolls  his  eyes  at  the  overhyped,  inexact  term 
“big  data.”  But  semantics  aside,  he  provides  great 
clarity  (and  dozens  of  examples)  of  the  true  busi¬ 
ness  impact  of  data  analytics  from  a  technical, 
consumer  and  management  perspective. 

Harvard  Business  Review  Press,  $30 


How  can  I  improve  my  pro¬ 
fessional  network  inside 
and  outside  my  company? 

ALWAYS  network  with  business  peers  and  oth¬ 
ers  by  making  genuine  personal  connections- 
even  if  you  use  technology  (email,  texting  or 
social  media)  to  make  first  contact.  There  is 
still  no  substitute  for  socializing.  If  networking 
makes  you  uncomfortable,  get  some  coaching 
and  support  that  will  improve  your  skills  and 
help  you  get  comfortable  with  this  vital  disci¬ 
pline.  Commit  to  mastering  the  process  so  you 
can  use  continuous  networking  as  a  primary 
strategy  for  career  building. 

SOMETIMES  attend  senior-level  workshops, 
classes  or  webinars  that  are  more  business- 
oriented  and  less  technical.  This  will  make 
you  a  better  leader  with  broader  management 
skills,  and  it  will  help  you  connect  with  influ¬ 
ential  networking  partners.  Join  prestigious 
professional  organizations  and  associations 
and  assume  leadership  roles  to  build  your 
visibility  and  credibility.  Seek  opportunities 
to  write  and  publish  articles  in  your  area  of 
expertise.  Speak  at  technology  conferences 
and  seminars.  This  additional  exposure  will 
expand  your  network  and  attract  greater 
career  opportunities. 

NEVER  spend  all  your  networking  or  job 
search  time  in  front  of  the  computer  or  on 
your  smartphone.  Don't  limit  yourself  to 
networking  only  with  other  IT  professionals. 
Realize  that  being  highly  proficient  with  new 
technologies  won't  necessarily  keep  you  com¬ 
petitive  in  the  market.  Be  careful  with  your 
use  of  technical  jargon  and  stop  thinking  of 
yourself  purely  as  a  "technologist"  who  hap¬ 
pens  to  work  in  business.  Recast  yourself  as  a 
business  person  who  uses  technology  as  their 
primary  tool  for  achieving  business  objectives. 


Ford  R.  Myers  is  an  executive  career  coach  and 
president  of  Career  Potential. 
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Will  the  Future  CIO  be 
the  Chief  Insight  Officer? 

"I  see  you.  I  know  you.  I  can  predict  your  future  behavior 
and  take  action.” 

Those  three  levels  of  business  insight— about  custom¬ 
ers,  clients  or  prospects— are  the  ultimate  goal  of  predictive 
data  analytics,  said  Paul  Ballew,  chief  data  and  analytic 
officer  at  Dun  and  Bradstreet,  in  a  presentation  at  our  CIO 
Perspectives  New  York  event.  “It’s  about  turning  data  into 
insight  into  action  and  continuous  learning,”  he  said. 

CIOs  are  at  an  inflection  point  today  that  requires  a 
sharper  focus  on  generating  actionable  insights,  he  added. 
“If  not,  you  are  a  cost  center.” 

Ballew  sees  the  future  of  the  CIO  role  as  one  where  the 
job  branches  onto  two  distinct  paths.  One  will  be  a  chief 
technology  officer  role,  inwardly  focused  on  IT  opera¬ 
tional  excellence. 

The  other  CIO  becomes  a  “chief  insight  officer”  who 
deploys  predictive  analytics  to  speed  decision-making 
and  deliver  specific  business  outcomes.  “This  next  phase 
requires  us  to  leverage  transactional  data  in  new  ways— 
and  deliver  an  informed  perspective,”  he  said. 

- Maryfran  Johnson 
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The  real 
goal  is 
actionable 
insights 
about 

|  customers. 

-PAUL  BALLEW,  CHIEF 
DATA  OFFICER,  DUN 
AND BRADSTREET 
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On  encouraging  innovation: 

‘You  must  create  the  right  environ¬ 
ment,  be  engaged  with  what  you're 
doing,  and  be  helping  the  business. 
Innovation  labs  make  our  people  think 
differently  about  how  they  can  use 
[new]  technologies."  -SigalZarmi, 
CIO,  GE  Capital  Americas 

On  the  shift  to  digital: 

"Seventy  percent  of  our  revenue  still 
comes  from  print,  yet  we  know  that's 
going  away.  We're  running  to  develop 
digital  products  and  train  a  new  gen¬ 
eration  of  readers  on  The  New  York 
Times  brand."  -Marc  Frans, 

CIO,  The  New  York  Times  Co. 

On  the  CIO-CDO  relationship: 

"We  get  to  be  enabled  by  all  the  tech¬ 
nology  the  CIOs  give  us  access  to. 
We're  looking  for  partners  to  help  us 
get  to  better  insights." 

-Brandon  Berger,  Worldwide  Chief 
Digital  Officer,  Ogilvy  Si  Mather 


Sigal  Zarmi, 

CIO,  GE  Capital  Americas 


GE  Capital 
Empowers 
Customers 
Via  Digital 
Tools 

How  are  GE  Capital's  pro¬ 
prietary  mobile  tools  driv¬ 
ing  new  business? 

When  customers  come  to  us 
and  just  want  to  use  our  tech¬ 
nology,  it's  a  great  opening  to 
show  them  how  we  are  pro¬ 
viding  more  than  just  financ¬ 


ing.  We're  using  our  own  data 
in  those  tools,  so  it's  a  great 
opportunity  for  salespeople  to 
show  customers  how  we  can 
help  them  be  more  efficient, 
more  cost-productive,  and 
how  to  run  their  operations 
better.  Then  they  will  be  able 
to  help  them  with  financing. 

What  do  you  do  with  the 
data  analysis  from  GE 
Capital's  mobile  apps? 

We  have  data  from  multiple 
sources  and  analyze  it  through 
sophisticated  statistical  mod¬ 
eling  that  our  data  scientists 
build.  We  can  find  out  the  DNA 
of  a  successful  asset  that  we 
finance,  a  successful  salesper¬ 
son,  market  or  customer.  Then 
we  can  say:  'How  can  I  find, 
prospect  or  get  more  of  those 
types  of  salespeople,  custom¬ 


ers  or  segments?'  That's  how 
we  can  grow  and  be  success¬ 
ful.  We  are  serving  up  that 
data  on  mobile  devices  for  our 
marketing  and  salespeople  to 
help  them  sell. 

Are  CIOs  qualified  to  run 
revenue-generating  busi¬ 
nesses,  such  as  providing 
IT  services  that  attract 
new  customers? 

A  lot  of  CIOs  are  respon¬ 
sible  for  their  companies' 
e-business  channels  today 
and  showing  the  revenues 
they  can  provide.  CIOs  are 
expanding  beyond  running 
the  day-to-day  technology.  IT 
has  a  unique  bird's-eye  view. 
We  can  connect  the  dots  and 
come  up  with  ideas  to  help 
our  business  succeed. 

-Lauren  Brousell 
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CIO  100  Symposium 
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We  offer  a  platform  for  Strategic  Interoperability. 

Our  technology  is  essential  if  you  want  to  make  break¬ 
throughs  in  strategic  initiatives  such  as 
coordinating  care,  managing  population  health,  and 
engaging  with  patient  and  physician  communities. 

Add  our  HealthShare  platform  to  your  EMRs. 

InterSystems  HealthShare®  will  give  you  the  ability 
to  link  all  your  people,  processes,  and  systems  - 
and  to  aggregate,  analyze,  and  share  all  patient  data. 
With  HealthShare,  your  clinicians  and  administrators 
will  be  able  to  make  decisions  based  on  complete 
records  and  insight  from  real-time  analytics. 
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Anthony  Christie 

CHIEF  MARKETING  OFFICER 
LEVEL  3  COMMUNICATIONS 


Anthony  Christie  is  chief 
marketing  officer  for  Level  3 
Communications,  responsible 
for  customer  experience, 
worldwide  marketing  and 
product  management.  He 
oversees  the  direction  of 
segment  and  go-to-market 
strategy,  product  and  pricing 
strategy,  product  develop¬ 
ment  and  management, 
corporate  marketing  and 
coordination  of  the  regional 
marketing  organizations. 


FOR  MORE  INFORMATION 

please  visit  www.cio.com/ 
Level3WhitePaper 
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Choosing  Your  Connection 
to  the  Cloud 

Why  a  private  network  connection  to  cloud-based 
applications  is  the  right  decision  for  your  enterprise 


What  criteria  should  companies  use  when 
deciding  how  to  connect  to  the  cloud? 

For  most  private  applications  driven  by  things 
like  business  continuity/disaster  recovery 
[BCDR],  big  data  analytics  or  enterprise 
resource  planning  [ERP]  systems,  there  are 
three  primary  criteria:  security,  application 
performance  and  bandwidth  requirements. 
These  applications  demand  high  levels  of 
security,  the  ability  to  move  large  workloads, 
and  consistent,  predictable  data  flow. 

Level  3®  Cloud  Connect  Solutions  employ 
our  global  private  network  and  security 
services  to  create  reliable,  highly  responsive 
and  secure  cloud  ecosystems  that  customers 
can  count  on  to  deliver  their  critical 
applications  while  protecting  their  IT  assets 
and  information.  Not  only  does  the  network 
connect  an  organization  to  the  cloud,  it’s  also 
a  key  driver  of  the  performance  of  cloud- 
based  applications.  Without  a  solid  network 
strategy,  successful  migration  to  the  cloud 
is  virtually  impossible,  so  it’s  critically 
important  companies  ask  the  right  questions 
and  carefully  vet  potential  carriers. 

How  can  companies  determine  a  carrier's 
ability  to  provide  the  level  of  network 
performance  and  security  they  need? 
Companies  should  look  for  private 
connectivity  to  the  desired  cloud  resource 
for  enhanced  performance  and  security. 
Equally  important,  solutions  should  be 
designed  to  meet  the  underlying  business 
needs;  for  example,  reliability  and  latency 
requirements  of  supported  applications, 
latency  guarantees  and  dynamically 
burstable  bandwidth. 

What  should  companies  look  for  in  SLAs 
specific  to  cloud-based  performance? 
Definitely  look  for  availability  SLAs  and 
latency  guarantees,  which  are  important 
considerations  for  the  majority  of  enterprises. 
However,  don’t  confuse  network  SLAs  and 
cloud-service  SLAs— they’re  separate. 


Do  all  carriers  offer  the  same  level  of  flexibility 
to  tap  into  bandwidth  dynamically  and  pay  for 
only  what  is  consumed? 

Each  carrier  takes  a  slighdy  different 
approach,  but  the  key  is  “dynamic.” 

Level  3’s  bandwidth-on-demand  enables 
enterprises  to  set  up  an  oversized  port  that 
they  can  throttle  up  and  down  based  on 
application  and  user  demand.  The 
enterprise  pays  only  for  what  is  used. 

“Without  a  solid  network 
strategy,  successful 
migration  to  the  cloud 
is  virtually  impossible, 
so  it’s  critically  important 
companies  ask  the  right 
questions  and  carefully 
vet  potential  carriers” 

What  does  Level  3  offer  for  connecting 
to  cloud-based  resources  that  other 
carriers  do  not? 

We  take  a  holistic  and  consultative  approach 
to  building  network  solutions  designed  to 
optimize  migration,  and  we  operate  public, 
private  and  hybrid  cloud  environments. 

We  are  building  out  an  ecosystem  to  make 
that  possible  with  the  leading  cloud  service 
providers  worldwide,  including  private 
network  connections  to  both  Amazon  Web 
Services  (AWS)  and  Microsoft®  Windows 
Azure”.  We  are  able  to  reach  the  majority  of 
AWS  locations  globally  from  our  network. 
And  we  support  both  Windows  Azure 
ExpressRoute  Exchange  and  Network  Service 
Provider  models.  Level  3  Cloud  Connect 
Solutions  open  the  door  for  enterprises  to 
connect  securely  to  leading  cloud  resources, 
optimize  their  applications  and  unlock  the 
cloud’s  true  potential.  ■ 
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One  Portal,  Total  Access 

Financial  services  firm  UBS  uses  enterprise  search  to  grab  info 
from  90  different  customer  systems  by  mary  k.  pratt 

UBS  had  a  problem:  Customers— banks,  insurance  companies,  hedge  funds  and  pension  funds— 
had  to  navigate  a  series  of  siloed  computer  systems  to  access  investment  information  and  transac¬ 
tion  capabilities  whenever  they  wanted  to  do  research,  make  trades  or  redistribute  their  money. 
Time  and  frustrations  added  up. 

“We  had  over  90  different  client  access  points.  It  was  inefficient  for  our  clients  and  expensive  for 
us  to  operate,”  says  Hishaam  Caramanli,  managing  director  and  global  head  of  securities  e-com¬ 
merce  at  the  $31  billion  global  financial  services  company. 

UBS  envisioned  a  system  that  would  let  clients  and  employees  find  information  and  perform 
transactions  from  a  single  starting  point.  Rather  than  collecting  and  cleansing  data  from  many 
existing  systems  to  put  in  a  data  warehouse— a  common  approach— UBS  built  a  platform  called 
Neo  that,  behind  the  scenes,  uses  enterprise  search  capabilities  to  find  what  users  want.  The  ►  ► 
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. 20%  Companies  that  had  to  preserve  or  collect  data  from  an  employee's 

social  media  account  in  2013  due  to  a  legal  dispute  or  probe.  Norton  Rose  Fuibright . 
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Create  new  products 


Satisfaction  With  IT  Is  Down 

Fewer  execs  say  IT  is  effective  at  helping  the  business  meet  its 
goals-perhaps  the  result  of  rising  expectations 

Executives  who  say  IT  helps  the  business  meet  the  following  goals: 


■  ►  ►  Search  tool  Continued  from  Page  19 


platform  is  built  on  Attivio’s  Active  Intelli¬ 
gence  Engine,  software  that  indexes,  searches 
and  packages  data  of  all  sorts. 

Customers  got  access  to  the  system  last 
year,  after  UBS  had  run  it  internally  since 
2011.  Before  Neo,  Caramanli  says,  a  client 
trading  Sony  stock,  for  example,  would  log 
in  to  one  system  to  review  research,  move  to 
another  to  convert  currency  to  Japanese  yen, 
and  then  another  to  execute  the  trade.  Now 
the  client  can  do  it  all  through  Neo,  regardless 
of  whether  the  desired  data  is  unstructured, 
such  as  in  research  reports,  or  structured  in 
stock  price  charts. 

“Being  able  to  combine  all  that  information 
into  a  single,  harmonious  whole  is  really  what 
these  technologies  are  about,”  says  IDC  analyst  Dave  Schub- 
mehl,  “because  people  don’t  want  to  have  to  go  to  multiple  places 
for  information.”  In  addition  to  the 
Active  Intelligence  Engine,  other 
so-called  unified  information 
access  products  include  IBM’s 
Vivisimo  and  Oracle’s  Endeca. 


You  can  get 
down  to 
business 
immediately/ 


-Hishaam  Caramanli, 
Managing  Director,  UBS 


Tailored  Customer  Data 

Caramanli,  the  business  sponsor 
behind  Neo,  says  the  development 

team  assembled  business  and  technical  requirements  by  inter¬ 
viewing  hundreds  of  employees  and  clients  to  understand  what 
they  needed.  Pulling  together  data  from  90  systems  was  the  key. 
“All  that  content  is  indexed  and  searched  behind  one  login,  so 
you  have  to  think  only  about  the  business  proposition  and  not 
be  frustrated  by  the  technology,”  he  says.  “You  can  get  down  to 
business  immediately.” 

Neo  runs  on  a  private  cloud,  using  tech  from  about  IS  ven¬ 
dors  in  addition  to  Attivio,  including  Informatica’s  29West  mes¬ 
sage  transport  tool,  HTML5  and  Adobe’s  Flash  Media  Server. 

Caramanli  would  not  say  how  much  UBS  invested  in  Neo, 
but  says  the  company  sees  returns  in  the  form  of  cost  savings 
from  operational  efficiency  and  increased  volumes  in  client 
transactions.  Neo  also  provides  a  competitive  advantage,  he 
says.  For  example,  UBS  can  now  offer  data  in  bundles  tai¬ 
lored  to  clients’  specifications.  “We’re  able  to  win  accounts  we 
couldn’t  before,”  he  says,  “or  win  them  back.” 

Mary  K.  Pratt  is  a  freelance  writer  based  in  Massachusetts. 


Airline  Tries 
Gamification 
To  Boost  ERP 

Canadian  airline  Westjet  hopes  gamification- 
applying  game  design  to  everyday  activi- 
ties-can  help  employees  be  more  effective  at 
using  its  Oracle  ERP  system. 

Gamification  is  increasingly  used  for 
sales,  support  and  employee  performance 
management  software,  but  isn't  often 
associated  with  ERP.  Westjet  worked  with 
Oracle  and  gamification  vendor  Badgeville 
to  develop  a  pilot  project  that's  focused  on 
expense  reports,  says  Mike  Mihaichuk,  man¬ 
ager  of  ERP  and  finance  applications  at  the 
10,000-employee  airline. 

He  says  expense  reporting  was  chosen 
because  it  provides  a  big  pool  of  users  to  test 
how  gamification  affects  employee  behavior. 
The  project  targets  four  specific  behaviors: 
timely  submission  of  expense  reports;  timely 
approval  or  rejection  of  expense  reports;  the 
attachment  of  receipts  to  expense  reports; 
and  the  use  of  a  corporate  credit  card  versus  a 
personal  credit  card. 

Employees  can  win  badges  and  gift  cards 
for  various  accomplishments,  but  they  can 
also  build  up  points  for  big  prizes  such  as 
flights  and  vacations.  -Chris  Kanaracus 


. 92%  Companies  that  have  not  taken  advantage  of  state  and  local 

tax  credits  that  are  available  for  cloud  computing  investments,  kpmg . 
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n  rv7 1 ,  Michigan  is  building  an  ideal  home  for  business. 

Welcome  to  one  of  the  fastest-growing  economies 
in  the  nation.  Ranked  #1  in  new  manufacturing  jobs  by  CNBC 
and  home  to  one  of  the  world's  largest  concentrations  of 
industrial  R&D,  Michigan's  world-class  research  university 
system  produces  a  deep  and  growing  pool  of  tech-skilled 
talent.  In  addition,  Michigan  offers  a  business  tax  reduction  of 
over  80%  and  an  unsurpassed  quality  of  life.  See  how  it  all  comes 
together  in  Pure  Michigan. 
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Managing  Total  Digitization 


Single  digital  executive  or  digital  islands?  It's  time  to  choose  an  approach  that 
fits  your  corporate  strategy,  by  peter  weill  and  Stephanie  l.  woerner 


Today's  CIOs  need  to  figure  out  how  to 
handle  the  total  digitization  of  their  enter¬ 
prises.  We  are  already  seeing  companies  in 
which  digitization  spending  is  over  25  per¬ 
cent  of  the  operating  budget,  and  we  expect 
that  this  will  become  common.  At  the  MIT  Center  for  Infor¬ 
mation  Systems  Research,  we  have  done  10 
case  studies  and  a  survey  to  understand 
best  practices. 

So  far,  the  landscape  of  enterprise  digi¬ 
tization  is  diverse  in  both  management 
processes  and  spending.  In  a  survey  of 
over  2,012  CIOs,  we  found  that  only  39 
percent  of  enterprise-wide  investment  in 
digitization  shows  up  in  the  IT  budget. 

The  remaining  expenditures  are  spread 
throughout  the  enterprise— often  creating 
six  or  seven  islands  of  digitization.  Typical 
islands  include  production  and  operations, 
engineering,  R&D  labs,  knowledge  work, 
digital  products,  and  customer  interaction,  including  social 
media,  mobility  and  websites. 

We’ve  found  that  enterprises  are  often  using  one  or 
more  of  three  approaches  to  managing  total  digitization: 

Convergence:  This  approach  brings  all  digitization 
investments  together  under  a  single  executive.  It  usually 
requires  new  organizational  structures  to  create  efficien¬ 
cies  and  synergies  and  to  increase  reuse.  Enterprises  using 
this  approach  tend  to  consolidate  the  key  assets  of  people, 
data,  infrastructure,  skills  and  management  processes. 

Coordination:  This  approach  doesn’t  change  orga¬ 
nizational  structure,  but  instead  adds  mechanisms  to 
increase  coordination  of  the  big  digital  investments  made 
by  engineering,  operations,  product  owners  and  other 
enterprise  groups.  Leaving  the  organization  structure  as  is 
reduces  disruption,  while  coordination  mechanisms  (such 
as  committees)  help  units  work  together  and  facilitate  the 
delivery  of  enterprise  goals. 

Separate  stacks:  This  approach  leaves  each  of  the 
separate  stacks  (or  digital  islands)  alone  to  maximize  local 


value  and  avoid  the  overhead  that  results  from  coordinat¬ 
ing  the  stacks.  Here  the  enterprise  is  committed  to  local 
innovation,  typically  organized  by  products  or  standalone 
businesses.  Capabilities  are  often  duplicated,  and  account¬ 
ability  for  profit  and  loss  is  held  locally. 

Our  survey  found  that  21  percent  of  the  enterprises 
studied  had  adopted  convergence  as 
their  primary  approach,  while  53  percent 
focused  on  coordination  and  26  percent  had 
separate  stacks. 

Which  approach  or  approaches  should 
your  enterprise  take?  And  who  should 
make  the  decision?  That  depends  on 
your  enterprise’s  strategic  drivers.  Con¬ 
vergence  is  for  reducing  cost,  reducing 
risk  and  achieving  synergies.  Coordina¬ 
tion  is  the  right  choice  for  achieving  a  few 
enterprise-wide  goals  such  as  improving 
customer  experience  or  asset  utilization. 
The  approach  of  having  separate  digital 
innovation  stacks  is  right  for  enterprises  that  believe  local 
autonomy  boosts  innovation  and  customer  responsiveness. 

A  natural  inclination  is  to  use  different  approaches  for 
different  islands  of  digitization.  Many  companies  adopt 
this  approach  successfully,  but  a  word  of  caution:  The  more 
complex  your  approach  to  managing  total  digitization,  the 
more  mechanisms  you  will  need,  and  the  more  difficult  it 
will  be  to  explain  and  implement. 

A  key  role  of  the  CIO  is  to  have  conversations  with  other 
members  of  the  senior  executive  team  and  help  the  enter¬ 
prise  pick  one  or  more  of  these  approaches.  Once  a  strategy 
is  chosen,  the  IT  unit  can  implement  it,  reusing  lessons 
learned  from  dealing  with  IT  silos. 

Whichever  approach  you  take,  we  believe  that  manag¬ 
ing  total  digitization  is  one  of  the  biggest  opportunities  and 
challenges  facing  the  CIO  and  the  IT  unit  today. 


Peter  Weill  is  chairman  and  senior  research  scientist  at  the  MIT 
Center  for  Information  Systems  Research,  where  Stephanie  L. 
Woerner  is  a  research  scientist. 


A  key  role  of 
the  CIO  is  to 
talk  with  other 
C-level  execs 
and  help  the 
enterprise 
pick  one  or 
more  of  these 
approaches. 
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Hybrid  Cloud  Provides 
the  Best  of  Both  Worlds: 
Flexibility  and  Control 


Market  a 


As  the  cloud  computing  market  matures,  enterprises  are 
exploring  different  cloud  models  in  search  of  the  right 
balance  of  functionality,  flexibility  and  investment  protec¬ 
tion.  Many  organizations  are  discovering,  however,  that  off- 
premises  cloud  vs.  on-premises  data  center  is  no  longer  an 
either/or  proposition. 

A  new  Market  Pulse  survey  by  IDG  Research  Services 
indicates  growing  interest  in  a  hybrid  cloud  model  that 
enables  the  provisioning,  use  and  management  of 
compute  resources  across  on-premises  and  off-premises 
environments. 

Nearly  6  in  10  respondents  to  IDG  Research  Services' 
Market  Pulse  survey  have  either  deployed  applications  or 
workloads  using  hybrid  cloud  or  are  in  the  process  of  doing 
so.  Over  the  next  two  years,  the  percentage  of  applica¬ 
tions  deployed  via  hybrid  cloud  is  expected  to  increase 
significantly  (from  16  percent  to  44  percent),  with  a  similar 
rise  in  IT  spending  devoted  to  hybrid  cloud  deployments, 
the  Market  Pulse  survey  finds.  The  results  indicate  that 
organizations  are  becoming  more  comfortable  with  cloud 
computing,  likely  after  deploying  a  variety  of  public  cloud 


services  or  a  private  cloud  on-site. 

What  specific  needs  are  driving  this  growing  move¬ 
ment  of  workloads  and  applications  to  hybrid  cloud?  Three 
primary  factors  emerge  from  our  survey:  speed  of  delivery 
of  IT  resources  (62  percent),  disaster  recovery  (56  percent) 
and  improved  resource  utilization  (53  percent). 

A  few  key  barriers  to  adoption  are  still  top  of  mind, 
particularly  in  traditional  hot-button  areas  such  as  data 
security  and  compliance  (63  percent  and  56  percent, 
respectively). 

Before  jumping  into  a  hybrid  cloud  model,  it's  important 
to  understand  these  challenges  and  decide  which  applica¬ 
tions  make  the  most  sense  to  move  to  hybrid  cloud.  Nearly 
any  workload  or  application  can  be  migrated  to  hybrid 
cloud;  prioritizing  which  ones  to  move  first  depends  on  the 
organization's  specific  requirements  and  the  benefits  it 
hopes  to  achieve. 

Hybrid  cloud  provides  the  best  of  both  worlds  for  IT 
managers:  the  agility  and  flexibility  to  quickly  deliver  IT 
resources  to  support  the  business,  along  with  the  ability  to 
maintain  visibility  and  control  of  those  resources.  ■ 


One  Workload/Application  Looking  to  Move  First  to  an  laaS  Hybrid  Cloud  Model 


Development/Testing 
Packaged  Applications 
Disaster  Recovery 


50% 


New  Enterprise  Applications 
Next  Generation  Applications 


SOURCE:  IDG  RESEARCH  SERVICES,  FEBRUARY  2014 


For  more  on  this  topic,  download  the  white  paper 
"Cloud  Adoption:  Hybrid  is  the  Future"  at 


CIO 


WWW.CIO.COM/WHITEPAPERS/VMWARE 


Custom  Solutions  Group 


vmware 
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43  LINE  interviews 

Joe  McCormack 

managing  director  of 
Sheffield  Company 
and  author  of  Brief 


Get  to  the  Point. 

And  Then 
Stop  Talking. 

A  communication  expert  says  you'll 
have  a  bigger  impact  by  saying  less 

BY  MARY  K.  PRATT 

Joe  McCormack  has  a  simple  message:  Be  clear  and  concise  if  you  want 
people  to  listen.  “Brevity  is  an  essential  skill  to  stand  out,  ’’says  McCor¬ 
mack,  founder  and  managing  director  of  Sheffield  Company,  an  agency 
focused  on  narrative  messaging  and  visual  storytelling.  McCormack  pro¬ 
motes  that  concept  in  a  new  book,  Brief:  Making  a  Bigger  Impact  by 
Saying  Less,  inspired  by  his  work  with  clients  such  as  the  Army  Special 
Operations  Command. 


Define  brief. 

Brief  is  as  much  about  quality  as  it  is  about  quan¬ 
tity.  It’s  a  balance  between  being  clear,  concise  and 
compelling. 

How  do  you  know  if  you  lose  your  audience? 

The  worst  indicator  is  to  be  ignored.  The  indicator 
that  you  haven’t  lost  them  is  that  they  respond.  The 
best  response  is  “Tell  me  more.” 

Can  you  be  too  brief? 

Yes,  if  you’re  just  concise,  you’re  just  curt.  You  also 
have  to  be  clear.  [Ask  yourself:]  Am  I  giving  the  per¬ 
son  enough  to  understand  and  then  to  do  something? 


Brief  is  as 
much  about 
quality  as  it  is 
about  quantity. 
It's  a  balance 
between  being 
clear,  concise 
and  compelling. 


Why  am  I  here?  What  do  I  want  them 
to  know?” 

Preparation  makes  it  organized, 
ordered  and  clear,  so  it  makes  it  effort¬ 
less  to  hear. 

Tech  workers  have  a  reputation 
for  being  especially  poor  commu¬ 
nicators.  Any  theories  on  why? 

I  don’t  know  if  they’re  worse  than 
anyone  else,  but  what  they  deal  with  is 
complicated  by  nature.  They  speak  a 
different  language  because  it’s  so  tech¬ 
nical.  [They  should]  prepare  more: 
Don’t  over-explain.  Try  to  summarize. 

Don’t  get  too  excited  about 
it  that  you  want  to  tell 
everything.  Have  a  point. 
And  when  you’ve  gotten  to 
the  point,  stop  talking. 

If  you’ve  prepared 
and  given  the  right  level 
of  information,  once  you 
get  to  the  point,  you  have 
to  stop  talking  because 
they’re  going  to  ask  you  a 
question. 


What's  the  best  strategy  for  getting  to  the  point 
quickly,  but  without  losing  context  or  being  curt? 

Prepare:  What  am  I  going  to  say?  Why  would  they  care?  How 
could  I  cut  out  all  the  unnecessary  information?  If  you  knock  on 
your  boss’s  door  and  say,  “Do  you  have  a  minute?  I  want  to  give 
you  an  update,”  and  you  don’t  prepare,  you’re  probably  going  to 
miss  the  mark. 

Why  do  people  fail  to  prepare? 

Lack  of  discipline.  I  talk  about  using  an  outline— it’s  a  manifes¬ 
tation  of  discipline.  [You  need  to]  think,  “If  I  were  them,  what 
would  I  be  hearing?  What  are  my  three  most  important  points? 


If  you  don't  get  a 
response,  is  there  a  way  to  res¬ 
cue  the  exchange? 

Ask  a  question.  You  want  to  figure  out 
what  they  understand  and  what  they 
didn’t  understand.  It’s  better  to  know 
right  away  if  they  don’t  understand 
than  when  you  walk  out  of  the  room. 
Maybe  they  got  distracted.  Maybe 
they  just  didn’t  hear  what  you  said. 
Don’t  take  it  personally. 

Mary  K.  Pratt  is  a  freelance  writer  based  in 
Massachusetts. 
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A  manufacturing  cloud  that  helps  you  get 
to  market  faster.  It’s  what’s  next. 


It’s  time  to  get  in  the  fast  lane.  Nearly  400  innovative  manufacturers  count  on  ERP  from  the 
Plex  Manufacturing  Cloud  for  rapid  response  to  customer  demand.  Plex  ERP  is  designed  for 
quick  implementation  and  ease  of  use,  producing  faster  time  to  value.  Move  at  the  speed  of 
today’s  business  and  accelerate  growth  with  scalable,  responsive  ERP  from  Plex.  PLEX.COM 


THE  MANUFACTURING  CLOUD 


grow 


Reshaping  a  Global 
Healthcare  Strategy 

The  CTO  at  GE  Healthcare  pushes  mobile-first  development  and  adopts 
cloud  computing  to  manage  the  Internet  of  Things  by  john  gallant 


CTO  Nevin  Zimmermann  has  a  lot  on  his  plate:  mobile, 
cloud,  big  data,  the  Internet  of  Things,  helping  GE  Health¬ 
care  capture  new  global  business  opportunities,  and  navi¬ 
gating  the  dramatic  changes  in  the  healthcare  industry.  He’s 
moving  toward  a  mobile-first  development  strategy,  in  part 
to  address  emerging  markets,  and  using  cloud  computing  to 
support  the  tremendous  amount  of  data  produced  by  what 
GE  calls  the  Industrial  Internet. 


When  you  start 
thinking  about 
mobile  first,  you 
build  simpler  apps. 


How  is  the  company  being 
reshaped  by  all  the  changes  in 
healthcare? 

It’s  changing  all  over  the  world.  We 
are  doing  as  much  business  outside 
the  U.S.  as  inside  the  U.S.,  if  not  a  little 
bit  more.  And  in  emerging  markets 
you  have  some  unique  and  different 
opportunities.  I  was  in  Algeria,  Mos¬ 
cow  and  Istanbul  [last]  year,  and  if 
you  look  at  things  as  a  U.S.-centric 
market  or  European-centric  market, 
they  don’t  readily  translate. 

That  [difference]  could  be  the 
shape  of  the  network  or  the  shape  of 
an  operating  room.  It’s  very  differ¬ 
ent,  requiring  innovative  solutions. 
One  of  our  products,  a  portable  ultra¬ 


sound,  you  can  put  it  in  your  hand. 
Those  become  very  important  in 
emerging  markets. 

How  does  IT  help  you  capture 
that  opportunity? 

You’ve  got  to  have  a  mind-set  [of] 
designing  for  mobile  first.  When  you 
start  thinking  about  mobile  first,  you 
build  simpler  apps,  which  are  easy 
for  people  to  use  whether  they’re  on 
a  phone  or  they’re  on  their  desktop. 
They  become  more  efficient,  they 
become  leaner,  they  become  cheaper, 
they  become  more  global,  they 
become  more  transportable— and  I 
think  you  get  higher  adoption  rates 
of  the  app  itself. 


How  do  you  get  to  that  mobile- 
first  mentality? 

You  really  have  to  retrain  [your] 
organization.  You  have  to  start 
thinking  about  things  that  you  didn’t 
think  about  before,  like  user  experi¬ 
ence  and  UI,  because  the  UI  is  dra¬ 
matically  different  in  mobile  than  it 
is  for  on-premise  [systems]. 

Jeffrey  Immelt,  the  CEO  of  GE, 
has  been  very  vocal  about  the 
Internet  of  Things.  What  does 
that  mean  for  your  team? 

It’s  an  interesting  challenge  for  us 
internally  in  areas  like  big  data  and 
privacy.  It’s  driving  a  much  faster 
adoption  of  cloud  computing.  When 
you  talk  about  big  data,  we  have  to  be 
able  to  scale  up  and  scale  down.  And 
traditional  IT  departments  struggle 
with  scaling  down.  We  know  how  to 
scale  up. 

In  healthcare  we  have  a  very 
large  installed  base  of  equipment 
out  there  where  we  can  do  proactive 
measurements  on  systems.  We  can 
collect  information  from  our  MRI 
and  CT  machines  and  do  preventive 
maintenance.  We  recently  acquired 
a  pathology  business.  You’re  talk¬ 
ing  about  exponential  growth  of 
data  coming  in,  which  is  causing  us 
to  rethink  how  we  build  networks, 
how  we  build  data  centers  and  how 
we  collect  all  the  information. 


John  Gallant  is  chief  content  officer 
of  IDG  Communications  U.S.  Read  the 
full  interview  at  www.cio.com/ 
article/744253. 
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Received  the  "User's  Choice"  award 
at  World  Communication  Awards  2013. 


Recognized  as  "Wholesale  Operator  of  The  Year 
at  Asia  Communication  Awards  2013. 


Recognized  as  "The  Best  Asian  Telecom  Carrier"  and 
"Best  Cloud-Based  Service"  at  Telecom  Asia  Awards  2013 


SEAMLESS 
CLOUD 
FOR  THE 
WORLD 

NTT  Communications  provides  global  enterprises 
with  a  broad  suite  of  Information  and  Communication 
Technology  (ICT)  services— all  powered  by  more  than 
150  data  centers  worldwide  with  network  coverage 
in  196  countries/regions. 

Our  Software-Defined  Networking  based 
comprehensive  cloud  services,  make  your  migration 
process  simple,  and  help  you  optimize  your 
ICT  environment  quickly  and  safely. 

We'll  keep  your  speed  up  and  your  costs  down 
so  you  can  focus  on  growing  your  business. 

Expand  your  business  globally.  Go  to  ntt.com 


HITT  Communications 


Global  ICT  Partner 

Innovative.  Reliable.  Seamless. 


leadership  and 
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Speed  Dating  With  Startups 

Red  Robin's  CIO  meets  with  VCs  to  find  his  next  source  of  cloud- 
enabled  competitive  advantage  by  Stephanie  overby 

There  are  two  types  of  people  at  a  startup  technology  vendor— the  promise-makers  and  the 
promise-keepers. 

Chris  Laping  has  little  appetite  for  the  cold-calling  salespeople  who  fall  into  the  first  category. 
Yet  as  senior  VP  of  business  transformation  and  CIO  for  Red  Robin  Gourmet  Burgers,  he’s  hungry 
for  the  next  source  of  advantage  in  a  hyper-competitive  industry— whether  it’s  a  menu  change,  a 
new  market  or  an  emerging  technology.  When  Laping  got  the  opportunity  to  meet  with  well-known 
venture  capital  firms  and  the  CEOs  of  their  portfolio  companies— the  promise-keepers— he  leapt 
at  it.  “As  a  CIO,  I  want  to  pull  back  the  curtain  and  understand  what  innovations  they  can  bring 
to  our  business,”  he  says. 

Last  summer,  Laping  flew  to  Silicon  Valley  for  one  of  Trace3’s  venture  capital  CIO  brief-  ;  ►  ► 


fchris  Laping,  VP  of  business 
transformation  and  CIO  of  Red 
Robin  Gourmet  Burgers,  says 
startup  cloud  companies  offer 
competitive  advantage. 
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THE  NEW  I.T. 

MAKES  MONDAY 
FEEL  LIKE  A 
TUESDAY. 


Who  says  you  can’t  hit  the  workweek  running? 
With  I.T.  service  management  solutions  always  on  the 
lookout  for  what  could  go  wrong,  you’re  not  just  on  top 
of  problems.  Now,  you’re  preventing  problems  too. 

Learn  more  at  bmc.com/ITforthewin 

#ITFORTHEWIN 

<bmcsoftware 

IT’S  AMAZING  WHAT  I.T.  WAS  MEANT  TO  BE. 
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ings,  meeting  with  firms  Andreessen  Horowitz 
and  Greylock  Partners.  Having  shared  Red  Robin’s 
business  needs  with  the  firms’  partners,  Laping  met 
with  seven  or  eight  companies  for  30  minutes  each. 
It  was  like  speed  dating,  he  says,  but  with  startups. 
“If  it’s  a  bust,  at  least  you  haven’t  wasted  much  time.” 
Those  conversations  were  “more  real,  more  tangible 
and  more  valuable,”  he  says,  because  he  was  talking 
to  company  leaders,  not  lackeys. 

Finding  cutting-edge  technology  with  true 
business  value  can  be  hard  for  CIOs,  says  David 
Chappell,  principal  of  consultancy  Chappell  and 
Associates.  But  the  rewards  of  tapping  into  early 
innovation  can  be  great,  he  says.  “To  do  this  suc¬ 
cessfully,  though,  the  CIO  probably  needs  a  direct 
relationship  with  the  startup  CEO.  There’s  enough 
risk  in  betting  on  brand  new  ideas  that  you  don’t 
want  to  be  communicating  through  intermediaries.” 

Laping  was  so  intrigued  by  the  customer-facing 
products  and  services  he  saw  at  Andreessen  Horow¬ 
itz  that  he  brought  his  CEO  back  a  few  weeks  later. 
(Greylock  showcased  some  interesting  IT  infrastruc¬ 
ture  companies,  but  customer  applications  provide 
more  chance  for  transformation,  Laping  says.) 

Among  the  companies  Laping  liked  were  visual 
marketing  firm  Pixlee,  which  aggregates  images 
and  videos  uploaded  by  customers;  video  inter¬ 
viewing  platform  Hire  Vue;  and  analytics  startup 
Quantifind.  That  they’re  all  cloud-based  is  no 
coincidence.  “If  you’re  innovating  today,  it’s  going 
to  happen  in  the  cloud,”  Laping  says.  “You’re  able 
to  turn  on  a  lot  of  cool  stuff  a  lot  faster  without 
onboarding  a  lot  of  new  IT  talent.” 

While  Red  Robin  hasn’t  signed  any  big  deals 
with  the  startups  Laping  spoke  to,  the  company 
is  testing  them  all  this  year.  Hire  Vue  is  appealing 
because,  with  high  turnover  and  growth,  Red  Robin 
is  in  “constant  hiring  mode,”  he  says.  The  cloud- 
based  video  interviewing  tool  could  save  manag¬ 
ers  time.  Pixlee,  he  says,  is  like  a  corporate  version 
of  Instagram,  letting  Red  Robin  curate  customer 
photos  of  its  restaurants  and  products. 

Laping  would  like  to  make  the  VC  meetings  a 
regular  occurrence.  The  opportunity  is  not  just 
to  purchase  a  product  before  everyone  else,  but 
to  influence  its  development,  he  says.  “These  con¬ 
versations  quickly  go  from,  ‘What  is  this  thing?’  to 
‘Wouldn’t  it  be  cool  if  it  could...’”  he  says.  “That’s 
what’s  so  compelling.” 


Stephanie  Overby  is  a  freelance  writer  based  in  Mas¬ 
sachusetts. 
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CIOs  Battle  User  Apathy 
Toward  Lost  Devices 

BY  TOM  KANESHIGE 

merican  workers  are  telling  their  CIOs  that  lost 
or  stolen  phones  are  simply  not  their  fault  not 
their  problem-and  corporate  data  theft  is  no  big 
deal.  It's  enough  to  make  a  CIO's  blood  boil. 

In  a  survey  of  750  U.S.  workers  conducted  by 
Absolute  Software,  there  appears  to  be  a  general  feeling  of 
apathy  toward  mobile  security.  Even  if  employees  leak  or  lose 
corporate  data,  25  percent  of  respondents  say  it's  not  their 
problem.  Of  those  who  actually  lost  a  phone,  54  percent  were 
not  punished,  30  percent  had  to  replace  the  device  and  21  per¬ 
cent  simply  got  a  talking-to.  Given  such  lackadaisical  responses, 
it's  no  surprise  that  one-third  of  respondents  who  had  lost 
their  phones  did  not  change  their  security  habits  afterwards. 

Part  of  the  problem  is  that  employees  don't  really  know 
what's  at  stake,  nor  do  they  bother  to  understand  the  security 
portion  of  the  user  policy.  In  the  survey,  59  percent  estimated 
the  value  of  the  corporate  data  on  their  phones  to  be  less  than 
$500-although  that's  hardly  accurate. 

"If  we  end  up  on  the  front  of  the  Fresno  Bee  [a  local  paper] 
because  an  attorney  left  his  phone  at  the  bar.. .the  damage  to 
your  reputation  could  literally  be  millions  of  dollars,"  says  Darin 
Adcock,  CIO  at  law  firm  Dowling  Aaron. 

Are  CIOs  to  Blame?:  To  be  fair,  CIOs  must  shoulder  some 
of  the  blame  for  workers  being  uniformed  about  mobile  secu¬ 
rity  policies,  which  can  get  a  little  dense.  One  in  four  workers 
doesn't  know  company  procedure  for  dealing  with  the  loss  or 
theft  of  a  work  device,  according  to  the  survey.  It's  a  communi¬ 
cation  problem  that's  not  solely  the  worker's  fault. 

Also,  CIOs  say  many  employees  will  continue  looking  for  a 
lost  phone  for  weeks  before  reporting  it  (although  the  policy 
says  they  should  report  it  missing  right  away)  out  of  fear  that 
it'll  get  wiped  and  they'll  lose  personal  data.  The  policy  essen¬ 
tially  runs  counter  to  human  nature. 

"If  firms  don't  set  clear  policies  that  reflect  the  priority  of 
corporate  data  security,  they  can't  expect  employees  to  make 
it  a  priority  on  their  own,"  says  Tim  Williams,  mobile  enterprise 
data  expert  at  Absolute  Software. 

But  clear  user  policies  aren't  the  only  way  to  get  employees 
to  pay  attention  to  the  dangers  of  mobile  data  loss.  "We  think 
it's  a  good  policy  to  make  sure  that  security  is  not  just  part  of 
an  overall  HR  policy  but,  especially  for  some  people,  it's  part  of 
their  annual  performance  evaluation,"  says  Paul  Luehr,  manag¬ 
ing  director  at  Stroz  Friedberg,  a  digital  forensics,  security  and 
risk  management  company. 


Tom  Kaneshige  is  a  senior  writer  for  CI0.com. 
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For  deeper  network  security  and  control 


look  beyond  the  obvious 


Dell™  SonicWALL™  next-gen  firewalls  provide  a  deeper  level  of  network 
security  and  application  control  without  affecting  performance. 


Not  all  next-generation  firewalls  are  the  same.  Dell  SonicWALL  firewall  appliances  scan  every 
byte  of  every  packet  while  maintaining  high  performance  and  low  latency.  And,  Dell  SonicWALL  network  security 
provides  high-performance  SSL  decryption  and  inspection,  an  intrusion  prevention  system  that  features  sophisticated 
anti -evasion  technology,  context-aware  application  control  and  network- based  malware  protection  that  leverages  the 
power  of  the  cloud.  Now  your  organization  can  stay  productive  while  blocking  sophisticated  new  threats. 


Go  deeper  at:  sonicwall.com/deep 


The  power  to  do  more 


Copyright  2014  Dell  Inc.  All  rights  reserved.  Dell  SonicWALL  is  a  trademark  of  Dell  Inc.  and  all  other  Dell  SonicWALL  product  and  service  names  and  slogans  are  trademarks  of  Dell  Inc 


LEGAL  AFFAIRS 

Who  Owns  Big  Data? 

Commingling  internal  and  external  data  can  produce  problems  if  your  contract 
isn't  clear  about  who  owns  what-and  for  how  long  by  adam  ruttenberg 


People  may  disagree  about  the  meaning 
of  the  term  “big  data,”  but  they  agree  that 
businesses  can  gain  advantages  by  analyz¬ 
ing  large  data  sets  in  the  cloud.  The  trick  is 
getting  the  right  data. 

While  a  given  company  may  have  a  significant  amount 
of  data  on  hand,  often  that  data  is  fragmented  and  incom¬ 
plete,  which  can  hamper  the  company’s  ability  to  realize 
the  promise  of  big  data.  Fortunately,  there  is  a  solution  to 
the  problem  of  insufficient  data:  Buy  more. 

Many  software-as-a-service  (SaaS)  providers  have 
started  to  make  supplemental  data  available  to  their  cli¬ 
ents.  Salesforce.com,  Oracle  and  other  vendors,  for  exam¬ 
ple,  will  help  a  company  cleanse  its  data  and  add  new  data 
to  its  existing  data  sets. 

So  what’s  the  problem?  Well,  in  many  cases  you  are 
not  really  buying  the  data  itself,  you’re  merely  buying  a 
license  to  use  the  data  for  a  period  of  time.  The  company 
providing  the  third-party  data  owns  the  information— not 
you.  Often,  once  your  license  to  the  data  ends,  your  right  to 
possess  the  data  also  ends.  This  means  that  all  the  reports, 


dashboards  and  metrics  you  built  on  the  third-party  data 
may  need  to  be  revised  or  replaced  once  the  contract  ends. 

Another  problem  that  often  arises  in  these  contracts  is 
that  the  provider  can  analyze  your  data  and  create  aggre¬ 
gate  data  that  is  based,  in  part,  on  your  data.  Many  con¬ 
tracts  include  a  provision  that  gives  the  SaaS  provider  the 
right  to  analyze  your  data  and  create  derivative  aggregate 
data  based  on  your  data  and  your  usage  of  their  systems. 
These  contracts  also  say  that  the  provider  owns  that  aggre¬ 
gate  data  and  can  exploit  it  in  any  manner  the  provider 
deems  appropriate. 

The  best  means  of  protecting  yourself  is  to  carefully 
read  and  understand  the  terms  of  the  contracts  with  your 
data  vendors.  Often  these  provisions  can  be  negotiated— 
for  example,  you  can  require  that  your  data  to  be  anony¬ 
mized  when  it’s  used  by  the  vendor.  The  key  is  to  carefully 
think  through  what  rights  you  have  (and  need)  in  regards 
to  your  data  so  you  can  avoid  problems  down  the  road. 


Adam  Ruttenberg  is  a  partner  at  the  law  firm  Cooley  LLP  and 
head  of  the  firm's  Technology  Transactions  Group. 
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Senior  Project 
Managers  Are 
Getting  Scarce 

Top-notch  project  managers  are  in 
short  supply,  which  will  put  many 
organizations  at  a  competitive  disad¬ 
vantage  as  the  economy  rebounds, 
according  to  project  management 
training  company  ESI  International. 

An  ESI  study,  based  on  data  from 
1,800  project  managers  in  the  U.S., 
says  that  as  projects  continue  to 
increase  in  complexity  and  size, 
many  organizations  find  themselves 
both  understaffed  and  using  under¬ 
developed  project  managers. 

“Budget  constraints,  an  aging 


base  of  professionals  and  a  looming 
talent  war  all  contribute  to  a  talent 
crisis  that  should  be  addressed  from 
the  highest  levels  of  the  organiza¬ 
tion,"  says  Mark  Bashrum,  vice  presi¬ 
dent  of  ESI. 

The  problem  is  finding  experi¬ 
enced  talent  for  the  most  challeng¬ 
ing  and  strategically  important 
projects,  he  says.  "Finding  and 
retaining  junior  project  managers  is 
not  so  much  the  problem;  it  is  really 
the  mid-level  and  senior  project 
managers  who  are  so  difficult  to 
find,"  says  Bashrum. 

He  cites  several  reasons  for  the 
shortfall.  As  the  economy  rebounds, 
many  organizations  are  growing  and 
simply  have  more  projects  to  man¬ 
age.  Moreover,  many  project  manag¬ 


ers  are  reaching  retirement  age  and 
leaving  the  workforce-60  percent  of 
the  members  of  the  Project  Manage¬ 
ment  Institute  are  over  40. 

Plus,  many  organizations  have 
stopped  developing  their  project 
manager  talent  due  to  cuts  in  train¬ 
ing  budgets,  Bashrum  says.  "In  many 
cases,  this  means  they  have  very 
little  in  the  way  of  'bench  strength' 
and  do  not  have  a  qualified  group  of 
mid-level  project  managers  ready  to 
move  up  to  the  senior  ranks  as  proj¬ 
ect  demand  increases." 

He  says  that  CIOs  trying  to  address 
the  talent  shortfall  will  find  that  it's 
cheaper  and  faster  to  provide  train¬ 
ing  to  an  internal  mid-level  project 
manager  than  to  hire  an  outsider. 

-Sharon  Florentine 
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Optimized  Infrastructure  for  Cloud 
Providers  and  Companies  Planning 
Data  Center  Migrations  to  the  Cloud 


AS  IT  ORGANIZATIONS  TRANSITION  FROM  BEING  COST  CENTERS 
TO  INTEGRATED,  strategic  business  assets,  IT  managers  and  executives  are 
looking  to  the  cloud  to  help  reduce  costs,  risks  and  capital  expenditures.  The 
cloud  promises  to  allow  IT  directors  to  spend  more  time  becoming  innovative 
and  relevant  to  their  business  operations  and  less  time  maintaining  their  IT  infra¬ 
structures.  Analyst  firms  including  Gartner  are  forecasting  double-digit  growth  in 
companies'  cloud  adoption  rate.  This  rapid  growth  is  challenging  cloud  providers' 
ability  to  onboard  new  customers  while  optimizing  revenue  and  profitability. 

To  maximize  profitability,  cloud  providers  need  to  start  up  new  customers  and 
services  as  quickly  as  possible.  Quick  deployment  of  the  physical  infrastructure 
is  crucial  to  cloud  providers'  ability  to  capture  new  customers  and  revenue  faster 
than  the  competition.  The  physical  infrastructure  must  be  deployed  in  a  manner 
that  optimizes  space  utilization  and  power  capacity  to  maximize  the  revenue  per 
square  foot  of  the  data  center. 


Infrastructure  Ready  for  the  Move  to  Cloud 

For  their  part,  businesses  of  all  kinds  are  finding  that  migrating  a  data  center  to 
the  cloud  is  an  increasingly  attractive  option.  Cloud  deployments  offer  a  host  of 
potential  benefits,  including  reduced  costs,  simpler  implementation  and  mainte¬ 
nance  as  well  as  improved  business  agility. 


Moving  to  the  cloud  presents  many  challenges, 
including  maintaining  bandwidth  availability  and 
real-time  visibility  into  your  data  center  processes 
and  documentation.  Panduit  offers  preconfigured 
or  customized  solutions  based  on  a  thorough 
assessment  of  customer  needs. 


Panduit  Cloud-Enabled 
Solutions  Can  Help 

Panduit  provides  comprehensive,  intelligent 
cloud  solutions  that  support  hosting  providers' 
requirements  in  building  strategic  data  centers. 
Panduit  intelligent  data  center  solutions  enable 
physical-to-logical  integration  and  deliver  robust, 
scalable  physical  infrastructures  that: 

■  Optimize  space  utilization  to  increase 
revenue  per  square  foot. 

■  Speed  physical  infrastructure  deployments 
for  faster  customer  start-ups  and  revenue 
generation. 


Many  companies  are  currently  in  the  planning  stages  of  cloud  deployment.  As 
they  move  forward  with  cloud  projects,  data  center  managers  are  discovering  that 
migrating  to  the  cloud  is  not  as  simple  as  they  initially  thought,  however. 

The  cloud  reduces  the  amount  of  computing  hardware  a  company  needs  for  its 
data  center,  but  many  fail  to  consider  that  the  cloud  requires  a  robust  physical 
infrastructure  to  maximize  benefits.  Many  executives  are  discovering  they  did 
not  focus  enough  on  physical  infrastructure  design  prior  to  the  move  to  the  cloud. 
This  can  jeopardize  cloud  deployments— whether  public,  private  or  hybrid- 
before  they  begin. 
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Rinduit 


■  Reduce  capital  requirements  for  building, 
configuring  and  maintaining  the  physical 
infrastructure. 

■  Run  data  centers  more  efficiently  to  reduce 
operational  costs. 

■  Position  organizations  to  focus  their  expertise 
and  skills  on  growing  the  business. 

Cloud  services  providers  that  use  an  optimized 
infrastructure,  including  cabinets  and  cabling 
from  Panduit,  can  achieve  a  15%  increase  in 
usable  rack  unit  (RU)  space,  which  can  result 
in  $100,000  per  month  or  $1  million  per  year  in 
increased  revenues.  ■ 


For  more,  visit  www.cio.com/white-papers/panduit-cloud-enabled 


►  HIRING  MANAGER 


Seeking  an  Agri-Culture  Fit 

The  CIO  at  Land  O'Lakes  hunts  for  job  candidates  who  understand  cloud, 
big  data  and  the  special  nature  of  the  food  business  by  phil  schneidermeyer 


Mike  Macrie  became  CIO  of  $14.2  billion 
food  and  agriculture  cooperative  Land 
O’Lakes  in  June  2013,  moving  up  from 
his  position  as  VP  of  the  company’s 
Agriculture  Services  IT  unit,  where 
he  helped  develop  precision  agriculture  and  big-data  pro¬ 
grams.  Land  O’Lakes,  which  ranks  194  on  the  Fortune  500, 
is  a  member-owned  cooperative  that  runs  the  gamut  from 
farm  production  to  consumer  foods. 

What  challenges  does  Land  O'Lakes 
face  when  hiring  for  IT? 

Here  in  the  Twin  Cities,  we  are  in  a  hyper- 
competitive  market,  so  we  have  to  be 
constantly  recruiting  both  locally  and 
nationally.  Targeted  recruiting  is  criti¬ 
cal.  Locally,  our  people  and  their  profes¬ 
sional  networks  can  be  a  great  source.  We 
encourage  them  to  develop  their  networks 
by  joining  and  playing  leadership  roles 
in  various  professional  organizations.  When  recruiting 
nationally,  we  offer  an  extremely  competitive  relocation 
package  and  try  to  make  it  as  painless  as  possible  for  the 
new  employee’s  family. 


What's  your  strategy  for  partnering  with  HR  or 
the  business  when  hiring? 

We  have  a  very  tight  partnership  with  our  HR  represen¬ 
tatives.  Typically,  we’ll  sit  down  together  and  discuss  the 
job  opening,  how  difficult  the  skill  set  is  to  find,  and  what 
companies  or  regions  of  the  country  are  likely  to  have 
viable  candidates.  We  also  highlight  the  most  critical  job 
openings  to  our  internal  IT  leaders  so  they  can  reach  out  to 
their  networks  to  help  find  qualified  candidates.  This  dual 
approach  has  helped  us  focus  our  efforts,  or 
in  some  cases  revise  our  expectations,  faster 
than  we  had  in  the  past. 

Are  you  assessing  for  technology 
skills  or  something  else? 

Cultural  fit  is  critical.  We  work  with  farm¬ 
ers  who  typically  grow  crops  once  a  year. 
Everything  is  done  within  a  season,  and 
time  constraints  become  very  critical.  If  you 
miss  the  season,  you  miss  the  whole  year. 
Unlike  most  organizations  that  are  measuring  in  months 
and  quarters,  our  results  are  very  much  weighted  toward 
annual  metrics.  This  can  be  a  big  adjustment  in  time  hori¬ 
zon  that  some  people  aren’t  able  to  make. 


We  are  looking 
for  candidates 
who  can  blend 
agricultural, 
marketing  and 
data  sciences. 


How  do  you  motivate  people  to  join  the 
company? 

We  articulate  an  exciting  vision  for  the  company  and  for 
the  IT  organization.  Many  other  companies  cannot  clearly 
articulate  their  vision  for  IT  and  seem  to  be  more  focused 
on  using  compensation  as  a  motivator.  Compensation  may 
be  a  short-term  motivator,  but  that  employee  is  not  likely  to 
make  a  long-term  commitment  to  the  corporation.  Recently, 
we’ve  also  been  successful  in  hiring  and  retaining  employ¬ 
ees  because  of  a  $100  million  program  that’s  transform¬ 
ing  our  IT  culture  to  one  that  is  focused  on  our  customers, 
both  internal  and  external.  This  type  of  connection  between 
our  business  objectives,  our  actions  and  our  vision  lets  our 
team  see  the  effects  of  their  work  on  the  performance  of 
our  business. 


Many  job  candidates  want  to  work  with  cloud  or 
big-data  technologies.  What  can  Land  O'Lakes 
offer  them? 

We  are  aggressively  embracing  software-as-a-service 
applications  and  reducing  our  on-premise  footprint.  This 
requires  new  skills  in  cloud  integration,  cloud  security  and 
business  intelligence,  which  are  difficult  to  find.  In  big  data, 
we  continue  to  invest  in  two  of  our  most  innovative  plat¬ 
forms  that  are  focused  on  market  and  agricultural  field 
insights,  and  we  are  continually  looking  for  candidates 
who  can  blend  agricultural,  marketing  and  data  sciences 
together  to  help  our  members  succeed. 


Phil  Schneidermeyer  is  a  partner  with  Heidrick  &  Struggles, 
where  he  specializes  in  recruiting  CIOs  and  CTOs  for  all  industries. 
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Is  your  IT  organization  squeezed  by  an  ever-increasing  demand  for  new, 
innovative  business  applications?  Are  you  struggling  to  reduce  costs?  Trying  to 
integrate  data  from  a  variety  of  sources,  with  easy  access  to  mobile,  PCs,  and 
the  cloud? 

Progress®  Pacific™  is  the  Platform  as  a  Service  [PaaS]  that  gives  your  IT 
organization  the  power  to  create  and  deploy  data-driven  business 
applications...  at  lightning-fast  speed  and  low  cost...  unlimited  by  device  or 
cloud.  Progress  Pacific  offers: 

■  Full  multi-tenancy  to  save  cost,  time  and  complexity 

■  Self-service  data  integration  and  collaboration 

■  On-premise  support  for  additional  control 

■  Platform  services  to  provide  an  extensible  foundation 

That's  the  next  generation  of  application  development.  That's  Progress. 

Learn  about  Progress  Pacific  at  progress.com/pacific 


^PROGRESS 

^0  twitter.com/progressSW  facebook.com/progressSW  YoufflTO  youtube.com/progressSW 
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A  Good  Fit  for  Footwear  Company 

A  cloud-based  supply  chain  system  helps  Wolverine  Worldwide  integrate 
a  major  acquisition  and  become  more  agile  by  mary  k.  pratt 


Wolverine  Worldwide,  a  $2.69  bil¬ 
lion  footwear  company— which  owns 
brands  like  Sperry,  Merrell,  Saucony, 
Hush  Puppies,  Keds  and  Stride  Rite- 
ships  100  million  pairs  of  shoes  annu¬ 
ally  to  customers  around  the  world. 

With  that  kind  of  volume,  Wol¬ 
verine  can’t  ensure  accuracy  and  effi¬ 
ciency  without  clear  visibility  into 
its  supply  chain,  which  involves  110 
factories  in  20  countries,  says  Dee 
Slater,  CIO  and  vice  president  of  sup¬ 
ply  chain  and  shared  services. 

To  gain  that  visibility,  Wolverine 
uses  a  cloud-based  global  sourcing 
platform  from  GT  Nexus,  originally 
deployed  in  2001  to  replace  paper 
processes.  The  online  hub  came  in 
especially  handy  in  October  2012 
when  Wolverine  acquired  Collective 
Brands’  Performance  and  Lifestyle 
Group  (PLG)  for  $1.24  billion. 

“We  doubled  our  business  with 
that  acquisition,  but  because  they 
were  already  on  GT  Nexus,  we  just 


had  to  move  them  onto  our  account 
and  our  ERP  system,”  Slater  says. 

The  GT  Nexus  platform  compiles 
data  from  Wolverine’s  ERP  system  as 
well  as  from  electronic  feeds  from  its 
manufacturing,  shipping  and  logistic 
partners  to  create  visibility  through¬ 
out  the  stream. 

Real-Time  Visibility 

Slater  says  Wolverine  uses  GT  Nexus 
to  access  real-time  information  on  the 
current  state  of  its  orders  and  ship¬ 
ments.  The  company  can  see  where 
orders  stand  in  the  factories,  when 
they  leave  factories,  when  they  arrive 
at  centers  for  export,  and  when  they 
ship.  Wolverine  also  uses  the  platform 
to  pay  the  factories. 

Because  the  system  is  cloud- 
based,  Slater  says  Wolverine’s  team 
can  securely  access  information  from 
anywhere  without  having  to  log  in  to 
the  company’s  own  ERP  system. 

Gartner  analyst  William  McNeill 


says  companies  use  cloud-based  plat¬ 
forms  like  GT  Nexus  to  gain  speed, 
consolidate  orders  and  tap  into  an 
online  ecosystem  of  buyers  and  sell¬ 
ers.  So  when  a  company  like  Wolver¬ 
ine  buys  this  service,  they  get  access 
not  just  to  the  technology  but  also 
to  everyone  in  the  ecosystem.  That 
makes  integrating  acquisitions  such 
as  PLG  go  more  smoothly. 

This  year,  Slater  plans  to  use  the 
platform  to  consolidate  purchase 
orders  as  they  go  to  factories  for  bid, 
which  could  lower  costs  and  increase 
speed  to  market.  She  also  wants  to 
adjust  shipment  destinations  to  more 
quickly  respond  to  regional  demands. 

“Time  is  money  and  agility  is 
more  important  than  ever  in  the  retail 
world.  Everyone  is  moving  faster,” 
Slater  says.  “This  will  allow  us  not  just 
to  keep  up  but  to  stay  ahead.” 


Mary  K.  Pratt  is  a  freelance  writer  based  in 
Massachusetts. 


'Fog  Computing'  Links  Clouds  to  the  Internet  of  Things 


The  so-called  Internet  of  Things  encompasses  a  wide  range  of 
online  devices:  electric  meters,  brake  assemblies,  blood-pressure 
gauges  and  almost  anything  else  that  can  be  monitored  or  mea¬ 
sured.  The  trick  is  connecting  them  to  the  corporate  data  center. 

From  a  network  builder's  perspective,  the  biggest  challenge  is 
backhaul,  or  the  links  between  devices  in  the  field  and  the  data 
centers  that  can  analyze  and  respond  to  the  data  they  produce. 
Typically,  the  devices  talk  to  a  small  router  nearby,  but  that  router 
may  have  a  tenuous  and  intermittent  connection  to  the  Internet. 

These  devices  produce  huge  amounts  of  data.  For  example,  a  jet 
engine  may  produce  10TB  of  data  about  its  performance  and  con¬ 
dition  in  just  30  minutes.  It's  often  a  waste  of  time  and  bandwidth 
to  ship  all  the  data  from  online  devices  into  a  cloud  and  then  trans¬ 
mit  the  cloud's  responses  back  out  to  the  edge,  says  Guido  Jouret, 
vice  president  and  general  manager  of  Cisco's  Internet  of  Things 
Business  Unit.  Instead,  some  of  the  cloud's  work  should  take  place 


in  the  routers  themselves,  specifically  industrial-strength  Cisco 
routers  built  to  work  in  the  field,  he  says. 

To  eguip  its  routers  to  do  that  computing,  Cisco  plans  to  com¬ 
bine  Linux  with  its  IOS  (Internetworking  Operating  System)  to  cre¬ 
ate  a  distributed  computing  infrastructure  for  what  the  company 
calls  "fog  computing."  It  plans  ultimately  to  build  computing  capa¬ 
bility  into  Cisco  routers,  switches  and  IP  video  cameras. 

Cisco  says  the  new  architecture,  called  lOx,  will  make  it  easier 
for  users  to  connect  specialized,  industry-specific  systems  at  the 
edge  of  the  network  with  Cisco  routers.  lOx  won't  turn  routers  into 
full-fledged  servers  that  crunch  big  data,  but  it  will  carry  out  sim¬ 
pler  tasks  that  need  to  be  turned  around  quickly. 

In  addition  to  reducing  the  data  burden  on  networks,  the  dis¬ 
tributed  computing  infrastructure  will  help  Internet  of  Things 
devices  operate  when  network  connections  are  lost,  Cisco  says. 

-Stephen  Lawson 
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CLOUD  SERVICES  HELP 

IMPROVE  PRODUCTION. 

AND  THAT  HELPS  FEED  THE  PLANET 


{POWERFUL  ANSWERS} 


Responding  to  a  dynamic  environment  with  scalable  cloud  technology.  Advances  in  technology  allow  agricultural 
operations  to  improve  production  by  accessing  a  wide  range  of  information  from  soil  and  climate  data  to  supply-chain 
logistics.  Verizon  Terremark  Enterprise  Cloud  delivers  a  portfolio  of  services  to  securely  and  cost-effectively  add  scalable 
computing  power  so  that  companies  can  adjust  to  the  ups  and  downs  of  business.  These  cloud  solutions  are  helping  to  make 
businesses  more  adaptive,  quick  and  intelligent. 


verizonenterprlse.com/dynamiccloud 
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COVER  STORY  ::  Healthcare 


A  coalition  of  healthcare 
IT  chiefs  are  on  a  mission  to 
put  cancer  out  of  business 


□Osvs.CANC 


PHOTO  BY  STAN  KAAOY 


JUNE  1,  2014  www.cio.com 


Jay  Ferro,  CIO  of  the  American  Cancer 
Society,  has  forged  an  alliance  with 
CIOs  at  other  cancer- fighting  organi¬ 
zations  to  share  IT  best  practices  and 
provide  personal  support. 


WHAT  CIO  WOULD  DIVULGE  the  intimate  details  of  his  mobile  technology  or  cloud 
strategy  with  a  major  competitor?  Exchange  governance  tips  with  her  counterpart  at 
a  rival  firm?  Join  forces  with  a  seeming  archrival  to  develop  a  da ta-sharing  platform? 

Jay  Ferro  would.  So  would  Jeff  Como.  Robert  Machen,  too.  And  they  do.  Ferro  is 
the  CIO  of  the  American  Cancer  Society  (ACS).  Como  leads  the  technology  organi¬ 
zation  for  the  Leukemia  and  Lymphoma  Society  (LLS).  Machen  is  CIO  at  ALSAC, 
the  fundraising  arm  of  St.  Jude  Children’s  Research  Hospital.  Their  nonprofit  orga¬ 
nizations  compete  for  funding,  for  research  attention,  for  hearts  and  minds.  But  the 
three  CIOs  have  forged  an  informal  alliance  to  share  IT  best  practices,  technology 
tips,  and  personal  support. 

“Sure,  we’re  in  competition  for  the  same  donor  dollars.  And  maybe  it  sounds  like 
archrivals  Pepsi  and  Coke  getting  together  and  saying,  ‘Hey,  let’s  just  split  the  mar¬ 
ket,”’  says  Ferro,  who  says  the  three  met  at  a  conference  for  CIOs  at  nonprofits  after 
he  joined  ACS  two  years  ago.  “But  we’re  in  it  for  a  higher  calling.” 

A  similar  coalition  of  like-minded  CIOs  has  emerged  among  the  IT  leaders  who 
support  the  work  of  the  National  Cancer  Institute’s  clinical  and  research  centers 
throughout  the  country.  Once  fierce  competitors  for  major  grant  dollars  and  scientific 
discovery,  their  organizations  now  increasingly  collaborate  as  they  seek  the  next 
breakthroughs  in  treating  a  disease  affecting  one  in  three  women  and  one  in  two  men. 
And  leading  this  confederacy  of  clinics  are  their  CIOs,  an  increasingly  close-knit  band 
of  professionals,  many  of  whom  have  dual  backgrounds  in  research  science  and  IT. 

“The  enemy  with  this  cancer  is  so  awful  that  it’s  bigger  than  any  one  of  us,”  says 
Patricia  Skarulis,  vice  president  and  CIO  of  Memorial  Sloan 
Kettering  Cancer  Center,  the  nation’s  oldest  and  largest  pri¬ 
vate  cancer  center.  “People  have  committed  their  lives  to 
conquering  it.  But  it  requires  a  lot  of  collaboration  because 
the  enemy  is  such  a  powerful  one.” 

It  also  demands  a  lot  of  technology,  whether  it’s  next- 
generation  DNA  sequencing  for  the  personalized  cancer 
treatments  of  the  future,  or  the  latest  in  mobile,  social  media, 
cloud  computing  and  analytics  to  increase  the  efficiency 
and  efficacy  of  the  country’s  leading  cancer  nonprofits. 

The  cancer-fighting  CIO  is  a  unique  breed— fiercely  committed  to  his  or  her  work, 
yet  open-hearted  with  comrades  in  the  battle  against  the  disease.  And  while  each  IT 
leader  was  drawn  to  the  role  for  a  different  reason,  they’re  all  coming  together  to 
solve  the  technology  problems  that  will  enable  the  next  innovative  treatment,  sup¬ 
port  service  or  research  breakthrough. 


A  Higher  Calling 

Jay  Ferro’s  wife  Priscilla  was  diagnosed  with  cervical  cancer  in  May 2005.  She  fought 
the  advanced  disease,  which  had  not  been  diagnosed  at  her  annual  physicals,  with 
chemotherapy,  radiation  and  surgery.  After  a  six-month  remission,  Priscilla’s  cancer 
returned.  She  died  in  January  2007,  leaving  Ferro  and  his  three  sons  to  wonder  what 
might  have  happened  had  the  disease  been  detected  sooner. 

Ferro,  then  the  CIO  of  AIG,  immediately  set  up  a  nonprofit— Priscilla’s  Promise- 
dedicated  to  increasing  cervical  cancer  awareness  and  research.  But  it  never  occurred 
to  him  that  he  could  use  his  IT  leadership  skills  more  directly  in  the  cancer  fight  until 
an  executive  recruiter  approached  him  about  the  CIO  role  at  ACS. 

“I’d  assumed  what  most  people  assume— that  a  nonprofit  is  like  a  government 
institution.  It’s  going  to  be  behind  the  curve.  It’s  going  to  be  slow-moving,”  says  Ferro. 
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3M  Easy-On 
Privacy  Filter 


Introducing  the  first  removable 
privacy  filter  for  tablets. 

Choose  privacy  with  a  fast, 
bubble-free  application  every 
time.  Stay  private  when  needed, 
share  content  when  wanted. 
Privacy  is  the  best  policy. 


Purchase  today  at 
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“But  that  couldn’t  have  been  further  from 
the  truth.”  He  received  a  formal  job  offer 
from  ACS  on  the  five-year  anniversary 
of  Priscilla’s  death.  “A  match  made  in 
heaven,”  he  says. 

Como  had  cycled  through  numerous 
IT  and  product  development  roles  over 
twenty  years,  spending  time  at  Lock¬ 
heed  Martin,  in  dotcoms,  and  doing 
business-process  outsourcing.  After 
implementing  his  14th  child-support¬ 
processing  system  in  his  14th  state,  he 
was  burnt  out. 

“My  mother  used  to  say,  ‘Why  do  you 
work  so  hard?”’  Como  recalls.  “‘It’s  not 
like  you’re  curing  cancer.’”  Since  taking 
on  the  CIO  role  at  LLS  nine  years  ago, 
he’s  got  an  answer.  “I’d  always  wanted  to 
apply  my  skills  to  something  that  wasn’t 
just  about  building  shareholder  value 
or  reaping  the  most  profits  and  then 
distributing  those  unevenly,”  he  says.  “I 
was  looking  for  a  way  to  give  back  based 
on  my  skill  sets.” 

Machen  worked  for  nine  years  in  IT 
leadership  at  Hilton  Worldwide,  where 
he  enjoyed  the  work  and  was  being 


colleagues  the  chance  to  sign  NDAs 
but  says  no  one  has  taken  him  up  on  it; 
they  all  agreed  to  share  even  nitty-gritty 
details.  They  talk  desktop  support,  proj¬ 
ect  management  offices,  data  visualiza¬ 
tion  and  other  CIO-related  topics.  They 
commiserate  about  office  politics  and  the 
self-imposed  pressure.  Ferro  shared  his 
IT  governance  methods.  Como  explained 
his  mobile  peer-to-peer  fundraising 
technology  and  offered  to  give  it  to  the 
others.  Machen  introduced  his  approach 
to  master  data  management. 

“There  are  no  sacred  cows,”  says 
Ferro.  “And  you  walk  out  the  door  feel¬ 
ing  like  you  have  CIO  allies  in  the  battle 
against  cancer.”  And,  says  Como,  “it’s  a 
lot  cheaper  than  paying  a  psychiatrist.” 

A  Radical  ROI 

While  their  day-to-day  IT  work  doesn’t 
look  much  different  than  what  you’d  see 
in  any  other  IT  organization,  the  returns, 
these  CIOs  say,  are. 

Machen  is  focused  on  three  goals: 
creating  a  single  view  of  the  donor  with 
a  more  robust  donor-management 


"If  we're  out  of  business  because 


we've  solved  the  cancer  problem, 


well  find  other  jobs. 


JAY  FERRO,  CIO,  AMERICAN  CANCER  SOCIETY 


groomed  for  the  top  spot.  But  something 
gnawed  at  him.  He’d  spent  his  childhood 
summers  doing  mission  work  in  Hon¬ 
duras.  As  an  adult,  he  felt  most  fulfilled 
when  he  was  volunteering  during  his  off 
hours.  When  the  CIO  role  opened  up  at 
ALSAC,  it  was  an  opportunity  to  com¬ 
bine  his  love  of  IT  and  helping  others. 

The  three  CIOs  with  strong  commer¬ 
cial  credentials  each  found  their  calling 
in  cancer  nonprofits.  Today,  they’re  dedi¬ 
cating  their  professional  lives  not  just  to 
their  own  organization’s  success,  but  to 
each  others’.  They  started  meeting  annu¬ 
ally  last  year.  “The  end  game  is  so  simi¬ 
lar  that  we  thought,  ‘Why  don’t  we  share 
ideas,”’  explains  Ferro,  who  offered  his 


system,  improving  donor  engagement 
with  mobile  and  social  media  tools,  and 
delivering  actionable  insight  through 
advanced  analytics.  Substitute  the  word 
“customer”  for  “donor”  and  it  could  be  a 
to-do  list  for  any  Fortune  500  CIO.  But 
Machen’s  real  focus  is  the  St.  Jude  patient. 
From  his  third-floor  office,  he  has  a  clear 
view  of  the  hospital.  He  eats  lunch  at  the 
on-campus  cafe,  where  he  might  share 
a  table  with  a  patient,  a  nurse,  a  janitor. 

“You  can’t  work  here  and  be  separate 
from  the  mission,”  Machen  explains. 
“It’s  sacred  ground.  Parents  come  here 
clamoring  for  hope  when  they’ve  been 
told  there  is  none,  and  we  receive  them 
with  open  arms.” 
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There's  too  much  data  for  small  labs  to  handle 
affordably.  The  answer  may  be  putting  petabytes  in  a 
central  repository  so  more  researchers  have  access. 


s  the  volume  of  data  generated  by  genomics-related  cancer  research 
technologies  has  grown,  the  storage,  transmission  and  analysis  of  data 
has  become  too  costly  for  individual  labs  and  most  small-to-midsize 
research  organizations  to  handle.  So  the  National  Cancer  Institute  (NCI) 
is  looking  to  the  cloud  to  make  access  to  large,  valuable  data  collections  and  advanced 
computational  capacity  available  to  as  many  doctors  and  scientists  as  possible. 

NCI  says  that,  during  a  two-year  pilot  program,  it  will  award  up  to  $20  million  to 
three  cloud  providers  that  can  meet  their  technical  and  cost  criteria.  The  ultimate  goal 
is  to  build  one  or  more  clouds  filled  with  data  from  the  NCI's  Cancer  Genome  Atlas  and 
allow  researchers  to  tap  into  it  using  data  mining  and  analysis  tools. 

The  Cancer  Genome  Atlas's  current  petabyte  of  data  will  grow,  by  the  end  of  this 
year,  to  2.5  petabytes  of  genomic  information  from  11,000  patients.  Building  the  infra¬ 
structure  to  store  all  that  would  cost  a  research  institution  at  least  $2  million,  according 
to  Warren  Kibbe,  NCI's  CIO  and  director  of  its  Center  for  Biomedical  Informatics  and 
Information  Technology,  making  the  task  cost-prohibitive  for  many  small  colleges  and 
other  research  institutions.  By  putting  the  data  in  the  cloud,  possibly  using  an  on- 
demand  pricing  model,  NCI  may  be  able  to  expand  the  number  of  researchers  working 
with  the  data,  thereby  speeding  up  genomics-based  cancer  research.  -S.0. 


It  takes  $800  million  to  fund  the 
institution,  and  most  of  that  comes 
from  donations  of  less  than  $30. 

ALSAC  is  processing  about  17  million 
transactions  a  year.  “Everything  we  do 
here  is  generated  by  those  donors,  and 
the  enabler  of  all  that  is  great  technol¬ 
ogy,”  says  Machen.  When  IT  imple¬ 
ments  a  new  CRM  system  or  rolls  out 
smartphone  check-in  for  the  organiza¬ 
tion’s  31,000  events,  the  return  is  better 
fundraising  to  support  patient  care. 

Machen  met  a  St.  Jude  patient’s  dad 
his  first  day  on  the  job  four  years  ago. 

He  expected  a  sob  story.  Instead  the 
man’s  eyes  lit  up,  he  raised  his  arms, 
and  declared,  “It’s  just  too  good  to  be 
true.”  He  and  his  family  were  in  their 
darkest  hour,  but  when  they  got  to  St. 

Jude,  they  received  world-class  care  for 
their  daughter,  subsidized  meals  and  a 
place  to  stay  as  a  family. 

“My  job  is  about  providing  some¬ 
thing  that’s  too  good  to  be  true,” 

Machen  says.  “It  drives  me  crazy  when 
we  don’t.  And  we  do  miss  the  mark.  But 
if  ‘too  good  to  be  true’  is  the  goal,  you 
get  a  lot  closer  to  that  than  you  would 
otherwise.” 

Ferro  gets  that.  He’s  thinking  about  social,  mobile,  big  data 
and  cloud— like  any  CIO  of  his  caliber.  He’s  building  a  service- 
oriented  architecture.  He  runs  a  24/7  call  center  year-round.  He 
handles  the  infrastructure  and  applications  for  the  ACS’s  800 
locations,  along  with  the  Hope  Lodges  where  cancer  patients 
can  stay  during  treatment.  His  IT  underpins  the  largest  nongov¬ 
ernmental  source  of  funding  for  cancer  research  in  the  country. 

Certainly  Ferro  measures  his  progress  partly  in  the  tradi¬ 
tional  way.  By  streamlining  and  standardizing  IT  systems,  he’s 
cut  this  year’s  budget  20  percent  from  last  year  while  boosting 
customer  service  numbers.  But  those  dollars  and  cents  add 
up  to  something  more.  “We  measure  ourselves  in  lives  saved,” 
Ferro  says.  For  every  IT  decision  he  makes,  he  calculates  how 
many  donations  it  will  cost.  “Governance  is  a  huge  part  of 
what  we  do,”  says  Ferro.  “Which  initiative  will  generate  the 
most  income,  which  funds  life-saving  research  and  programs? 
Which  will  save  the  most  money,  which  leaves  more  funds  for 
life-saving  research  and  programs?” 

That  metric  creates  a  different  feeling  from  the  one  Ferro  had 
at  previous  jobs.  “A  cervical  cancer  researcher  I  know  says  there 
are  three  ways  to  look  at  what  you  do:  Some  people  have  a  job, 
some  people  have  a  career,  and  some  people  are  on  a  crusade,” 
Ferro  says.  “We’re  on  a  crusade.  And  that’s  difficult  to  recreate 
if  you’re  selling  widgets.” 

At  LLS,  Como  applied  technology  to  help  the  organization 
better  manage  its  portfolio  of  research  efforts.  As  a  result,  LLS  is 
now  funding  efforts  in  biotech  and  pharmaceutical  companies 
in  addition  to  academia.  “It’s  all  about  the  best  science,”  he  says. 


‘And  to  heck  with  the  rest.”  He’s  testing  analytics  to  improve 
revenue  and  field  operations  and  exploring  how  the  organiza¬ 
tion  might  analyze  patient  genomic  information  to  figure  out 
how  to  deliver  the  best  outcomes.  “We’re  dealing  with  a  very 
complex  set  of  diseases— over  145  blood  cancer  diseases  that  all 
react  differently  to  different  treatments,”  Como  says. 

Como,  who  also  cut  $5  million  of  annual  cost  by  streamlining 
enterprise  IT,  laughs  when  people  say  nonprofits  don’t  have  a 
bottom-line  orientation.  “That’s  not  true,”  he  says.  “The  bottom 
line  is  even  more  in-your-face.  Every  dollar  you  don’t  spend 
goes  to  the  mission.” 

Como  was  initially  surprised  by  that  added  pressure,  but 
it’s  just  elevated  the  role  of  IT.  “Our  needs  are  plentiful,  but  our 
ability  to  meet  those  needs  is  limited,”  says  Como.  When  a  com¬ 
mercial  enterprise  needs  more  money,  it  sells  investors  on  the 
promise  of  future  return.  At  LLS  and  other  cancer  nonprofits, 
says  Como,  “we  have  to  sell  hope.” 

Fighting  Cancer  With  IT 

In  the  19th  century,  the  use  of  the  microscope  to  study  the 
pathology  of  disease  led  to  the  birth  of  modern  oncology.  CIOs 
working  in  the  cancer  field  today  say  we’re  on  the  verge  of  a 
similar  revolution.  Two  hundred  years  ago,  “they  realized  there 
were  things  that  couldn’t  be  seen  with  the  naked  eye  that  could 
explain  how  the  disease  progressed,”  says  Skarulis  of  Memorial 
Sloan  Kettering.  “It’s  that  type  of  change  we’re  experiencing 
today  in  terms  of  being  able  to  see  things  we  couldn’t  see  before.” 

Next-generation  DNA  sequencing  is  the  microscope  of  the 
21st  century.  More  streamlined  and  affordable  technologies 
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for  studying  the  DNA  of  cancer  cells  are  expected  to  speed 
up  the  development  and  implementation  of  improved— and 
personalized— cancer  treatments.  Next-generation  sequenc¬ 
ing  methods  are  much  faster  than  their  traditional  forebears, 
producing  millions  or  billions  of  sequences  at  once.  And  the 
cost  is  plummeting.  The  Human  Genome  Project  needed  $3 
billion  and  13  years  to  sequence  our  DNA.  Today,  researchers 
can  sequence  a  genome  in  10  days  for  $5,000.  “In  the  next  few 
years,  you’ll  be  able  to  get  a  full  genome  sequence  of  your  DNA 
for  $500,”  says  Sorena  Nadaf,  associate  director  and  CIO  of 
the  Helen  Diller  Family  Comprehensive  Cancer  Center  at  the 
University  of  California,  San  Francisco  (UCSF).  “Pretty  soon 
insurance  will  cover  it  like  another  blood  draw.” 

In  the  near  future,  “every  patient  that  comes  in  the  door 
with  a  cancer  diagnosis  is  going  to  get  clinical-grade,  next-gen 
sequencing,”  says  Warren  Kibbe,  CIO  of  the  National  Cancer 
Institute  (NCI)  and  director  of  the  NCI  Center  for  Biomedical 
Informatics  and  Information  Technology.  “In  fact,  it  won’t  even 
be  called  next-gen  sequencing  soon.” 

That  creates  incredible  IT  demand.  “It  drives  huge  compu¬ 
tational  needs,”  says  Kibbe.  “It’s  exciting,  but  it’s  challenging 
because  the  environment  can  change  overnight.”  Cloud  com¬ 
puting  holds  promise,  particularly  for  far-flung  and  smaller 
institutions.  (For  more,  see  “Cancer  Research  in  the  Cloud,” 
Page  42.)  “There  is  a  sea  change  in  the  way  we  operate  as  IT 


tied  up  in  the  particular  research  of  an  individual  lab.  But  as 
the  science  matures,  Kibbe  must  figure  out  how  to  make  those 
one-off  solutions  scalable  for  the  rest  of  the  community. 

That  adds  a  dimension  to  the  CIO  role.  “I  have  to  deliver 
an  awful  lot  of  basic  services  like  every  other  CIO— networks, 
storage,  file  services,  security.  But  I  have  this  really  exciting 
additional  mission  to  take  into  account,”  he  says.  “On  one  side, 
it’s  the  classic  CIO  blocking  and  tackling.  On  the  other,  it’s  how 
do  we  interface  with  the  scientific  community  to  further  our 
mission.  There’s  opportunity  to  do  better  on  both  fronts.” 

Very  Big  Data 

Jack  London,  director  of  the  informatics  shared  resource  at  the 
Kimmel  Cancer  Center,  says  he’s  been  in  medical  informatics 
since  before  it  was  called  informatics.  A  version  of  the  first 
mainframe  he  worked  with  could  be  a  museum  piece.  He’s  seen 
technology  tools  evolve  to  keep  up  with  the  demands  of  cancer 
research  and  treatment.  For  the  last  few  years,  he  has  focused 
on  personalized  cancer  medicine. 

“If  you  go  back  to  the  1950s  until  very  recently,  the  way  we 
treat  cancer  is  to  give  people  a  set  of  toxic  drugs  that  kill  the  rap¬ 
idly  growing  cells,  and  you  adjust  the  dose  so  you  don’t  kill  the 
patient  at  the  same  time.  It’s  the  brute-force  approach,”  London 
says.  “But  cancer  is  a  genetic  disease.”  From  an  IT  perspective, 
that  means  not  only  analyzing  very  large  sets  of  genomic  infor- 
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professionals,”  Kibbe  says.  “The  ability  to  achieve  true  interop¬ 
erability  and  utilize  infrastructure-  and  platform-as-a-service 
in  clinical  research  will  revolutionize  our  ability  to  determine 
optimal  treatments  for  new  cancer  patients.” 

When  working  with  the  scientific  community,  Kibbe  is 
dealing  with  with  evolving  problems  and  new  technologies  to 
find  solutions  that  weren’t  possible  yesterday.  Those  research 
systems  are  as  far  from  enterprise  IT  as  you  can  get,  intimately 


Patricia  Skarulis,  CIO  at  Memorial  Sloan  Ketter¬ 
ing  Cancer  Center,  says  IT  has  a  sense  of  urgency. 
"Everyone  on  my  staff  knows  someone  who’s 
been  affected"  by  cancer,  she  says. 


mation,  but  also  managing  specimen  banks  and 
their  associated  clinical  data  and  correlating  that 
with  the  latest  research.  “You  get  [up]  to  terabytes 
of  data  in  a  very  short  time,”  London  says. 

Then  you  have  to  figure  out  what  to  do  with 
those  terabytes.  The  goal  is  clinically  actionable 
results.  “You  have  to  get  to  point  that  you  can  put 
it  in  an  electronic  health  record  and  communicate 
that  to  the  clinician  who  is  treating  a  patient  today,” 
London  says.  “That’s  what  everyone  is  working 
very  hard  on.” 

At  Memorial  Sloan  Kettering,  physicians  have 
been  archiving  samples  of  patients’  cancer  cells, 
along  with  their  clinical  histories,  for  30  years. 
Skarulis  oversees  one  of  the  largest  single-orga¬ 
nization  data  warehouses  for  patient  care  and 
clinical  research  in  the  country.  Sloan  Ketter¬ 
ing’s  secure,  Web-based  system  contains  more  than  a  million 
cancer  patient  records  and  is  the  basis  for  research  into  the 
complex  mechanisms  that  cause  cancers  to  form  or  progress. 
Such  investigations  have  resulted  in  more  effective  therapies 
and  diagnostic  tools  for  some  lung,  colorectal  and  skin  cancers. 

Next-generation  sequencing  will  take  that  to  the  next  level.  It 
‘can  spew  out  data  at  a  rate  that’s  incomprehensible,  but  that  data 
has  to  be  stored,  processed  and  made  available  to  doctors,”  says 


JUNE  1,  2014  www.cio.com 


PHOTO  COURTESY  OF  MEMORIAL  SLOAN  KETTERING 


:ollects,  analyze; 
^rational  Intelligi 
re  responsive,  p 
platform  for  ma 


jjXjhiJ! 

■paur»T 

535 

1 

KT«v 

Bn 

COVER  STORY  ::  Healthcare 


46 


Skarulis,  whose  team  rolled  out  a  system  in  May  to  do  just  that. 

“We’ve  been  meeting  with  many,  many  people  from  the  insti¬ 
tution-experts  in  everything  from  computational  biology  to 
sequencing  itself— working  together  to  pull  this  off,”  she  says.  “I 
couldn’t  be  alive  at  a  more  exciting  time  in  cancer  research,  and 
we’re  helping  to  get  that  to  the  bedside.”  (For  more,  see  “Watson 
at  the  Patient’s  Bedside,”  this  page.) 

Both  the  technology  and  the  science  are  advancing  rapidly. 
“The  explosion  in  technology  is  enabling  us  to  examine  things  we 
couldn’t  look  at  before,”  Skarulis  says.  “One  is  enabling  the  other.” 

“Data,”  says  Nadaf,  “is  driving  change.” 

A  Team  Science 

That  explosion  of  data  is  also  fostering  closer  relationships 
among  CIOs  in  the  research  and  clinical  area. 

“In  the  last  twenty  years,” 
says  Kibbe  of  NCI,  “it’s 
become  clearer  and  clearer 
that  cancer  research  is  a  team 
science.  My  job  is  very  much 
the  facilitator  of  that.” 

The  U.S.  government 
paved  the  way  for  increased 
collaboration  with  the  Cancer 
Biomedical  Informatics  Grid 
(CaBIG)  in  2004,  a  program  to 
develop  an  open-source,  open- 
access  information  network 
for  cancer  research.  “Before 
that,  everyone  was  working 
in  silos,”  says  London  of  the 
Kimmel  Cancer  Center,  “and 
not  only  working  in  silos,  but 
competing  for  grant  dollars.” 

As  a  result,  groups  at  various 
institutions  might  have  been 
getting  funding  to  work  on 
similar  or  duplicative  projects. 

“They  knew  they  needed 
to  get  them  to  share  their  data, 
and  they  seized  upon  the  IT 
infrastructure  as  a  way  to  do 
that,”  London  says. 

Ultimately,  the  CaBIG 
program  was  retired,  but  not 
before  “it  got  us  all  working 
together,”  he  says. 

London  and  other  biomed¬ 
ical  informatics  leaders  in  the 
NCI  system  are  cooperating  in 
various  areas  to  better  support 
the  scientists  and  clinicians  at  their  individual  institutions.  Last 
year,  Kibbe  and  Nadaf  launched  Cancer  Informatics  for  Cancer 
Centers,  a  national  nonprofit  that  holds  in-person  meetings  and 
conference  calls  on  topics  such  as  intellectual  capital  and  cloud 
computing.  Much  like  the  group  of  nonprofit  cancer  organiza¬ 
tion  CIOs,  each  IT  leader  brings  his  or  her  own  areas  of  exper¬ 


tise  to  the  group.  London,  for  example,  shares  his  approach  to 
delivering  clinically  actionable  results.  Kibbe  would  like  to  see 
the  alliance  go  worldwide. 

“If  we  want  to  dive  deeper  into  solutions  to  our  problems, 
we  can’t  do  it  alone.  That  doesn’t  benefit  the  patient  at  all,” 
Nadaf  says.  “The  more  we  collaborate,  the  more  of  a  differ¬ 
ence  we  make.” 

The  Mission  Continues 

Not  every  day  in  the  cancer  battle  is  a  good  day.  Loss  is  a  fact  of 
life  for  CIOs  in  the  field. 

“One  of  the  things  I’ve  learned  from  St.  Jude  patients  is  that 
while  survival  is  incredibly  important,  what’s  equally  impor¬ 
tant  is  to  thrive  with  every  day  that  we’re  given,”  says  Machen 
on  the  morning  he  was  to  attend  the  memorial  service  for  an 


8-year-old  patient  who  had  become  a  dear  friend. 

“One  of  the  most  beautiful  things  in  the  world  was  to  see  how 
much  she  cared  and  loved  others  at  a  time  in  her  life  where  she 
could  have  been  self-centered.  It’s  tough,  but  a  day  like  today  is 
an  everlasting  reminder  of  the  awesome  nature  of  our  mission.” 

That  patient  focus  is  something  Nadaf  of  UCSF  picked  up 


IBM's  supercomputer  could  suggest  the 
best  cancer  treatment  based  on  advice  from 
data  analysis  and  leading  experts 


esearchers,  physicians  and  analysts  at  Memorial  Sloan  Kettering  Cancer 
Center  have  been  training  Watson,  IBM's  supercomputer,  for  more  than  a  year 
to  turn  it  into  a  decision-support  tool  that  helps  medical  professionals  choose 
the  best  treatment  plans  for  individual  cancer  patients. 

The  goal  is  to  improve  quality  of  care  for  cancer  patients  no  matter  where  they  are  located 
by  giving  their  doctors  access  to  the  same  up-to-date  research  as  doctors  at  the  nation's 
leading  cancer  centers,  "Here  at  Sloan  Kettering,  our  people  are  all  sub-specialists.  If  you 
treat  lung  cancer,  that's  all  you  treat  and  you  become  very  good  at  it,"  says  Patricia  Skarulis, 
the  institute's  CIO.  "If  you  are  doctor  in  a  smaller  community,  you  might  see  lung  cancer  one 
day,  then  breast  cancer  the  next  week,  then  a  thoracic  patient  after  that.  It's  hard  to  stay 
up-to-date  on  everything  you  need  to  know.  We  want  to  export  our  knowledge  to  the  rest 
of  the  world  through  technology." 

Ultimately,  Watson  will  import  data  about  a  patient-pathology  and  radiology  reports, 
vital  statistics,  initial  consultation,  and  any  other  pertinent  information  about  the  patient's 
health-correlate  that  with  the  current  research  and  protocols,  and  come  back  with  sugges¬ 
tions.  Watson  might  tell  the  doctor  that  there's  a  60  percent  chance  that  treatment  A  is  best 
for  the  patient  and  a  50  percent  chance  that  treatment  B  is  best,  The  supercomputer  might 
also  suggest  additional  tests  that  will  enable  it  to  offer  better  probabilities. 

"Changes  in  technology  such  as  cognitive  computing  are  increasing  our  ability  to  go  in 
and  look  at  things  we  haven't  been  able  to  look  at  in  the  past,"  Skarulis  says.  "We're  on  the 
cusp  of  some  of  the  most  exciting  changes  in  medicine."  -5.0. 
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when  he  was  starting  out.  He  worked  in 
the  lab  of  internationally  renowned  lung 
cancer  expert  Dr.  David  Carbone.  “We 
had  the  very  first  gene  therapy  protocol 
in  the  country  for  advanced  lung  cancer,” 
he  recalls.  “I  was  a  young  twentysome¬ 
thing  and  very  excited.”  Nadaf  would 
accompany  Carbone  on  grand  rounds 
and  tumor  boards  weekly,  and  he  saw 
patients  suddenly  slip  away. 

“I  saw  how  fast  patients  died,  and 
it  was  troubling  to  me,”  says  Nadaf. 
“Today  I  know  the  difference  can  be 
in  the  data.  There’s  power  in  the  data. 
And  my  job  is  to  continue  to  bring  out 
as  much  as  I  can  from  the  data  to  help 
each  patient.” 

Given  the  prevalence  of  cancer,  CIOs 
don’t  have  to  go  far  to  see  the  impact 
of  their  work.  “Everyone  on  my  staff 
knows  someone  who’s  been  affected. 
Some  have  fought  cancer  themselves,” 
says  Skarulis  of  Sloan  Kettering.  “We’re 
not  doing  something  for  some  remote 
benefit,  something  that  might  do  some 
good  in  the  future.  We  see  on  a  day- 
to-day  basis  how  what  we  do  effects 
people’s  lives.”  That  creates  a  sense  of 
urgency  in  IT.  “Every  day  that  we  don’t 
know  something  is  a  day  we  haven’t 
helped  someone,”  she  says. 

But  that  pressure  to  do  the  best  pos¬ 
sible  work  is  self-imposed  and  ulti¬ 
mately  a  positive  force,  says  Skarulis, 
pointing  to  the  fact  that  Sloan  Ketter¬ 
ing’s  employee  engagement  numbers 
are  “off  the  charts.” 

“Everyone  who’s  engaged  in  this  mis¬ 
sion  is  enthused  and  infused  with  the 
knowledge  that  they’re  moving  cancer 
care  and  treatment  forward,”  says  Kibbe. 

Mission— it’s  a  word  you  hear  a 
lot  when  you’re  talking  to  CIOs  in  the 
cancer  field.  And,  yes,  you’d  probably 
hear  a  commercial  CIO  throw  the  word 
around,  too,  and  mean  it.  But  the  mis¬ 
sion  of  IT  leaders  at  these  nonprofits 
might  sound  odd  to  their  for-profit 
counterparts. 

“Our  goal  is  to  end  cancer,”  says  Ferro. 
“If  we’re  out  of  business  because  we’ve 
solved  the  cancer  problem,  we’ll  find 
other  jobs.  We’d  love  to  put  ourselves 
out  of  business.”  WP1 


Stephanie  Overby  is  a  freelance  writer 
based  in  Massachusetts. 


INVALUABLE 


Our  biggest  wins  aren’t  ours  alone.  They  belong  to  each 
person  who  helped  achieve  them.  By  providing  customized 
solutions  and  advanced  business  technology,  our  dedicated 
team  of  experts  help  clients  stand  apart,  win,  and  pursue 
even  greater  dreams,  windstreambusiness.com 
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smart  solutions,  personalized  service. 
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Plotting  a  Digital  Path 

These  collaborative  IT  leaders  are  guiding  their 
organizations  toward  a  digital  business  future 

ERIC  SINGLETON,  CHICO'S  FAS 

HAVE  A  BIAS  FOR  ACTION 


Eric  Singleton, 

SVP  &  CIO, 

Chico's  FAS 


If  you  come  into  a  new  role  and  say,  "I’ve  got  great  ideas  for  our  digital  future,”  someone 
will  tell  you,  “That’s  great,  Eric,  but  my  desktop  isn’t  working.”  When  I  took  over,  we 
addressed  technology  weak  spots  as  quickly  as  possible.  Then  we  could  move  on  to  the 
innovative  stuff— what  to  do  with  IT  to  leapfrog  the  competition. 

I  developed  a  digital  road  map  called  the  “digital  retail  theater,”  a  response  to  the 
rapidly  shifting  behavior  of  our  customers— their  buying  patterns,  lifestyle  choices  and 
adoption  of  technology.  Combining  my  research  with  our  customer  data,  I  developed  a 
plan  to  get  in  front  of  those  changes  and  sought  input  from  our  leadership  team.  My  bias 
for  action  was  high,  but  it  was  amplified  when  I  met  with  a  brand  vice  president  who 
said  that  not  only  did  we  need  to  do  this,  we  needed  to  do  it  fast.  ►  ►  ► 


Doug  Porter, 

SVP  of  Operations 
&  CIO,  Blue  Cross 
and  Blue  Shield 
Association 


Bill  McArthur, 

CIO, 

Scientific  Games 


The  CIO  Executive  Council  is  a  global  peer  advisory  service  and  professional  association  of  more  than  500  CIOs, 
founded  by  CIO's  publisher.  To  learn  more,  visit  council.cio.com. 
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ILLUSTRATION  BY  CELIA  JOHNSON 


We’ve  launched  our  customer  book— a  cloud-based  data  stream  acces¬ 
sible  via  secure  iPads— in  Chico’s  and  implemented  our  gesture- activated 
TechTable  in  our  Boston  locations.  Next  up  are  mobile  checkout,  digital 
signage  and  a  virtual  “client  closet.”  Today,  the  digital  retail  theater  is  a 
strategic  imperative;  it’s  even  an  agenda  item  in  earnings  calls.  Seeing  it 
embraced— and  executed— in  such  a  short  time  is  surreal. 


DOUG  PORTER,  BLUE  CROSS  AND  BLUE  SHIELD  ASSOCIATION 

DELIVER  ON  TOP  BUSINESS  GOALS 

I  collaborate  not  only  with  my  peers  in  the  association  but  also  with  execu¬ 
tives  from  our  37  Blue  Cross  and  Blue  Shield  companies.  In  the  last  few 
years,  we’ve  increased  our  focus  on  using  our  national  data  assets  to  create 
a  seamless  transaction  flow  among  all  our  companies. 

The  CEOs  from  our  member  companies  also  serve  as  our  board  of  direc¬ 
tors.  The  board  establishes  a  strategy  for  our  data  assets,  and  we  build  a 
development  agenda  for  that  strategy.  In  2010,  for  example,  there  was  a  lot 
of  interest  in  healthcare  analytics.  We’d  amassed  a  tremendous  amount  of 
data  about  claims,  members,  providers  and  pharmacies  so  that  our  national 
accounts  could  better  manage  costs  and  become  more  effective.  We  created 
one  of  the  world’s  largest  and  most  comprehensive  healthcare  informatics 
databases  and,  with  the  launch  of  the  Blue  Health  Intelligence  company,  our 
member  companies  can  now  deliver  advanced  analytics  down  to  the  ZIP 
code  and  put  that  information  into  the  hands  of  their  customers. 

We’re  looking  at  delivering  more  of  that  kind  of  intelligence  to  our 
national  accounts  and  to  our  individual  customers  via  their  channel  of 
choice— whether  it’s  the  Internet  or  a  smartphone. 


BILL  MCARTHUR,  SCIENTIFIC  GAMES 

COLLABORATE  WIDELY  TO  SET  PRIORITIES 

Scientific  Games  provides  products  and  services  for  the  lottery  and  gaming 
industry,  including  instant  lottery  games  and  the  point-of-sale  systems, 
networks  and  data  centers  that  support  them.  Since  our  recent  $1.5  billion 
acquisition  of  WMS  Industries,  we  now  also  develop  and  manufacture  slot 
machines  and  provider-related  services. 

We’ve  established  three  operating  groups— lottery,  gaming  and  interac¬ 
tive— and  there  are  tremendous  new  technology  opportunities  for  each  unit, 
such  as  transforming  our  physical  products  into  digital  entertainment  expe¬ 
riences.  The  pace  of  change  is  breakneck,  and  keeping  up  requires  several 
business  areas— including  the  CTO,  the  software  development  group  and 
each  business-unit  CEO— to  collaborate  to  set  priorities  for  new  product 
development  and  business  systems.  The  recent  acquisition  requires  enor¬ 
mous  focus  on  integration,  and  if  we  had  the  luxury  of  time,  we’d  do  that 
and  nothing  else.  But  we’re  a  technology  company;  we  have  to  look  ahead. 

We’d  like  to  throw  new  ideas  out  there  and  iterate  development  until 
we  got  them  right,  but  because  we  operate  in  a  well-regulated  industry, 
everything  we  do  has  to  be  thoroughly  tested  and  approved  before  we  go 
to  market.  We  do  this  by  developing  our  products,  technology,  research  and 
marketing  programs  in  innovative  ways  that  combine  our  customer  focus 
with  results-oriented  solutions. 


DATA  VISUALIZATION, 
NOW  AVAILABLE  AT 
JET  SPEED. 


Capitalizing  on  the  enormous  amount 
of  data  an  airline  collects  is  crucial  to 
its  success.  With  Datawatch,  you  can 
analyze  and  visualize  multiple  data 
streams  quickly,  a  task  vital  for 
managing  arrival  times,  maximizing 
occupancy  rates  and  improving 
customer  service,  all  of  which  leads 
to  a  healthier  bottom  line.  Take  your 
data  analysis  to  new  heights.  Visit 
Datawatch.com/speed  to  learn  more. 


[D]  datawatch 
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IT  Broadens  the  Portfolio 

At  TIAA-CREF,  IT  is  essential  for  inspiring  innovation  and  business  transformation 

BY  ANNABELLE  BEXIGA 


50 


Our  firm  has  transformed  from  a  one-product  company  focused  on 

retirement  to  a  multi-product  financial  services  firm.  This  has  meant  big  changes  for 
IT.  One  goal  is  to  foster  innovation  that  reinvents  how  the  company  operates. 


Consumers  are  accustomed  to  all  sorts  of  mobile,  social 
and  online  experiences,  and  we  need  to  meet  their  new 
expectations  for  what  they  should  get,  when  they  should 
get  it,  and  how  easy  it  should  all  be.  By  leveraging  social, 
mobile,  analytics  and  cloud  technologies,  IT  can  create  tre¬ 
mendous  value  in  financial  services. 

We  decided  not  to  set  up  an  innovation  team  because  we 
believe  innovation  is  everyone’s  job.  We  motivate  employ¬ 
ees  to  think  about  how  they  can 
change  what  they  do.  Rewards 
and  recognition  help  a  lot.  At  our 
monthly  town  halls,  we  show¬ 
case  individuals  who  have  done 
something  cool,  and  this  year 
we’ve  held  two  IT  expos  where 
people  can  demo  something 
they’re  proud  of.  There  was  lots 
of  competition  over  creating  the 
best  booth,  costumes  and  even 
dances.  These  types  of  events 
create  a  culture  of  collaboration. 

We’ve  also  created  an  IT 
career  path  system,  where  people 
can  plan  their  careers  by  reading 
the  job  descriptions  and  learning 
about  the  training  needed  for 
each  role.  As  you  get  more  senior,  innovation  becomes  an 
essential  part  of  your  performance  expectations. 

Innovation  comes  naturally  to  some,  but  others  need  a 
little  push,  so  we’ve  developed  some  training  components 
that  we’re  rolling  out  to  the  entire  team.  We  use  a  methodol¬ 
ogy  created  by  Edward  de  Bono  called  “success  thinking,” 
where  you  learn  to  approach  problems  from  a  variety  of 
useful  viewpoints,  and  we  talk  about  ways  to  spark  lateral, 
outside-the-box  thinking.  We’ve  also  implemented  signifi¬ 
cant  cultural  change  programs,  and  people  are  seeing  the 


results,  especially  in  the  form  of  more  effective  meetings. 

One  of  our  IT  innovations  is  our  Unified  Desktop 
application.  Our  client-facing  teams  used  to  have  to  log 
in  to  many  different  systems  to  answer  clients’  questions; 
now,  they  use  a  wiki-like  interface  to  find  the  relevant 
information.  The  team  started  by  thinking  about  what  the 
experience  should  be  and  worked  backward  from  there, 
instead  of  thinking  about  what  the  problem  was  and  try¬ 
ing  to  solve  it.  Instead  of  seeing  a 
bunch  of  disconnected  systems 
and  trying  to  integrate  them— 
which  would  have  resulted  in  a 
long  and  expensive  project— they 
thought  about  how  things  should, 
and  do,  work  in  other  contexts, 
such  as  the  consumer  experience. 
That  led  to  the  wiki  interface,  and 
they  used  open-source  technolo¬ 
gies  to  create  it  cost  effectively 
and  quickly.  So  in  one  short  year, 
we’ve  created  something  with  a 
significant  business  impact  that 
can  be  replicated  broadly. 

One  of  our  biggest  challenges 
was  breaking  down  walls  in  the 
organization  and  building  a  one- 
team  agenda,  not  just  in  IT  but  in  all  of  TIAA-CREF.  We 
also  needed  to  expand  our  thinking  and  processes  to  work 
in  a  multi-business  environment  with  a  diversified  client 
base,  including  segments  like  Gen  Y  and  women. 

We’ve  also  worked  to  improve  our  online  presence. 
We’re  proud  of  our  website  today,  and  it’s  gotten  great 
external  recognition.  We’re  getting  noticed,  which  helps 
to  attract  great  employees  and  great  clients. 


Annabelle  Bexiga  is  CIO  at  TIAA-CREF. 
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Cloud 


Four  Pillar  Research  from  Just  One  Company 


John  Glenn  did  and  so  do  we. 

Our  global  research  team  covering  cloud  advises  organizations  around  the  world  on  how  they  can 
develop  a  service  delivery  IT  organization  through  an  effective  cloud  strategy.  We  can  help  you 
address  some  of  the  most  pressing  business  and  technology  decisions  by  helping  you: 

•  Assess  your  current  cloud  competency  and  maturity 

•  Benchmark  your  cloud  strategy  against  your  peers’ 

•  Evaluate  cloud  technology 

•  Short-list  your  cloud  suppliers 

idc.com/itexecutive 
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[C-LEVEL  VIEW] 


Real-Estate  Revolution 

For  Doug  Frye,  global  president  and  CEO  of  Colliers  International,  data 
insights  are  key  to  providing  customer  value  by  martha  heller 


How  is  the  use  of  data  affect¬ 
ing  the  commercial  real-estate 
industry? 

Traditional  property  data  is  being 
commoditized  every  day,  with  data 
accessible  and  available  to  everyone. 
The  value  we  provide  to  clients  is 
delivering  true  market  insights  that 
are  personalized  to  their  specific 
industry,  business  and  employees. 


Instead  of  immediately  recommend¬ 
ing  real  estate,  we  asked  questions 
about  their  business  challenges, 
opportunities  and  brand.  It  turned 
out  that  one  of  their  major  chal¬ 
lenges  was  recruiting  and  retaining 
the  best  talent.  We  offered  to  run 
an  employee  engagement  initiative. 
Employees  volunteered  to  have  their 
movements  tracked  throughout  the 


Using  algorithms  and 
data  mash-ups,  we  are 
able  to  create  visually 
stunning  insights. 


We  are  aggregating  data  from 
structured  and  unstructured  sources 
to  provide  predictive  analytics  and 
insights  to  our  clients.  These  market 
insights  are  no  longer  limited  to  our 
clients’  use  of  real  estate;  they  cover 
their  overall  business.  Add  to  that 
the  fact  that  the  number  of  devices 
generating  data— and  the  number  of 
data  sources  themselves— has  grown 
tremendously.  Using  algorithms  and 
cloud-based  data  mash-ups,  we  are 
able  to  create  incredibly  complete, 
visually  stunning  insights. 

What's  an  example  of  how  you 
use  data  to  help  customers? 

Recently,  we  worked  with  a  law  firm 
that  was  trying  to  decide  if  they 
wanted  to  move  their  office  space. 


day  using  location- aware  devices. 
We  then  took  the  rich  data  from 
these  devices  and  performed  some 
spatial  mapping,  including  a  real¬ 
time  commute  analysis.  Using  what 
we  learned  about  employee  move¬ 
ments  and  preferences,  we  were 
able  to  design  a  workplace  solution 
for  the  client  that  enabled  them  to 
attract  and  retain  great  talent.  Even 
better,  they  also  reduced  their  costs 
by  moving  out  of  a  more  expensive 
high-rise  space. 

Developing  new  ways  to  use 
data  to  help  customers  requires 
innovative  thought.  How  do  you 
build  a  culture  of  innovation? 

At  Colliers,  we  give  everyone  “the 
freedom  to  be  outstanding,”  and  we 


start  by  hiring  people  who  are  able 
to  think  about  disruptive  innovation 
and  then  empowering  them  to  be 
innovative.  Collaboration  is  key.  We 
use  social  platforms,  desktop  video, 
digital  whiteboards  and  cloud-based 
technology  to  connect  people— to 
create,  share  and  reuse  knowledge. 

We  also  take  the  time  to  foster 
a  culture  of  continuous,  incremen¬ 
tal  improvement.  Innovation  is  not 
always  about  inventing  something 
new.  Innovation  includes  doing 
things  smarter,  faster  or  more  effi¬ 
ciently  than  before. 

Veresh  Sita,  your  CIO,  says  he 
is  proud  of  the  relationship 
he's  developed  with  you.  How 
should  CIOs  build  credibility 
with  their  CEOs? 

We  use  technology  to  solve  busi¬ 
ness  problems,  so  it’s  important  for 
CIOs  to  understand  and  operate  in 
the  full  business  context.  CIOs  can 
build  credibility  with  their  CEOs  by 
owning  the  full  lifecycle  adoption  of 
technology  solutions.  We  live  in  an 
age  where  digital  technology  strat¬ 
egy  and  business  strategy  are  inex¬ 
tricably  linked.  CIOs  need  to  be  able 
to  operate  like  business  strategists 
as  well  as  technology  innovators. 
Veresh  comes  to  work  as  a  business 
person  who  sits  next  our  regional 
CEOs  and  takes  accountability  for 
the  business  benefits  of  our  technol¬ 
ogy.  It  works  extraordinarily  well. 


Martha  Heller  is  president  of  executive 
recruiting  firm  Heller  Search  Associates 
and  author  of  The  CIO  Paradox.  Follow 
her  on  Twitter:  @marthaheller. 
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Our  annual  awards  program  honors  100  companies  and  IT  organizations 
for  outstanding  achievements  in  innovation  and  business  value. 


Accenture 

Afilias 

Agero 

Akin  Gump  Strauss  Hauer  &  Feld  LLP 
Aon  PLC 
ASCAP 
AT&T,  Inc. 

Atlanta  Public  Schools 
Avnet,  Inc. 

AVS  Embedded  Systems 
Bankers  Financial  Corp. 

Blue  Cross  Blue  Shield  of  Tennessee 
BT 

Cancer  Treatment  Centers  of  America 

CareFusion 

Celestica 

Celgene  Corp. 

Charles  County,  Md.,  Government 
Chico’s  FAS 

Christiana  Care  Health  System 

CIMB  Bank  Berhad 

Cisco 

City  of  Columbus,  Ohio,  Department  of 
Technology 

Cognizant  Technology  Solutions  Corp. 
Colorado  Governor’s  Office  of  Information 
Technology 
Covanta 

Cox  Communications,  Inc. 

Crawford  &  Co. 

CUNA  Mutual  Group 
Daimler  Trucks  North  America 
Dalian  Wanda  Group  Corp.,  Ltd. 

Defense  Intelligence  Agency 
Delphi  Automotive  PLC 
Deltek 
DIRECTV 

E.  &  J.  Gallo  Winery 
eClerx  Services,  Ltd. 

EMC  Corp. 

Essar  Group 

Eurpac  Strategic  Partners 


FedEx  Corp. 

Ferrovial  SA 

GE  Capital 

GE  Capital  Americas 

General  Motors 

Georgetown  University 

Grinnell  Mutual  Reinsurance  Co. 

Healthagen 

HHSC  East  Hawaii  Region,  Hilo  Medical 
Center 

Honda  North  America  Services  LLC 
Idaho  National  Laboratory 
Intel  Corp. 

Jacobs  Engineering  Group,  Inc. 

Jet  Propulsion  Laboratory 

Kennametal 

Lehigh  Hanson,  Inc. 

LG&E  and  KU  Energy 
Lynn  University 
Malaysia  Ministry  of  Education 
Massachusetts  Convention  Center 
Authority 
Middlesex 
Molina  Healthcare 
NCR  Corp. 

NetApp,  Inc. 

Northern  Trust 
Parsons 

Phoenix  Data  Corp. 

PNC  Financial  Services  Group 
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Sweating  the  Small  Stuff 

CrossFit  is  the  latest  fitness  craze,  spurring  workout  junkies  to  lift  weights,  perform  calisthenics  and 
do  cardio  exercises  to,  as  the  slogan  goes,  “forge  elite  fitness.”  Friendly  and  perhaps  not-so-friendly  com¬ 
petition  is  a  key  element  and  so,  therefore,  is  precise  tracking  of  all  those  reps  and  pounds.  The  mobile 
app  Ubersense  lets  CrossFit  participants  take  video  of  their  workout  using  an  iPhone  or  iPad,  then  view 
it  and  tag  it  by  category,  such  as  “pull-up”  or  “bench  press.”  “All  the  techniques  are  pretty  technical,  and 
different  parts  of  the  body  need  to  work  in  harmony,”  says  Mike  Isman,  a  software  architect  at  Ubersense 
and  a  CrossFit  enthusiast.  “It’s  hard  to  see  that  happening  in  real  time.”  Users  can  compare  videos  side  by 
side,  even  in  slow  motion.  They  can  also  send  videos  to  coaches,  who  can  review  the  clips  and  add  notes  by 
drawing  on  the  screen  or  recording  audio  commentary.  “The  power  of  video  is  amazing,”  Isman  says.  “You 
only  have  to  see  something  once  for  a  problem  to  be  immediately  corrected.”  —Lauren  Brousell 
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Designed  to  be  exceptional. 

Introducing  IBM  X6  systems. 

As  decision  makers  push  to  gain  deeper  insights  through  data  and  analytics,  the  demands  on  IT  increase 
exponentially.  These  mission-critical  workloads  need  to  be  delivered  faster,  more  cost-effectively  and 
without  interruption.  As  they  stand,  current  technologies  will  not  be  able  to  keep  up. 

Presenting  IBM®  X6  systems  -  featuring  IBM  eXFIash  DIMM-based  storage  technology,  which  offers  lower 
latency  compared  to  leading  PCI-E  based  flash  storage1,  equipping  your  IT  infrastructure  with  performance 
for  mission-critical  workloads  well  into  the  future.  With  enterprise  resiliency  and  innovative  design,  X6  will  give 
you  the  agility  and  confidence  to  deploy  larger  applications,  including  through  the  cloud.  Powered  by  the 
future  Intel®  Xeon®  processor  E7  product  families,  X6  will  allow  you  to  build  a  completely  flexible  infrastructure 
that  is  responsive  to  the  speed  of  your  business. 

Discover  how  the  fast,  agile  and  resilient  X6  systems  can  help  you  drive  faster  decision  making. 

Visit:  ibm.com/systems/newx6 


inside" 

XEON 


’Based  on  preliminary  IBM  testing  of  x3850  X6  with  PCI-E  based  flash  storage  achieving  write  latency  of  15ps  and  DIMM-based  flash  storage  achieving  lOps  write  latency.  These  preliminary  results 
are  subject  to  change. 

IBM,  ibm.com  and  their  logos  are  trademarks  of  IBM  Corp.,  registered  in  many  jurisdictions  worldwide.  See  current  list  at  ibm.com/trademark.  Intel,  the  Intel  logo,  Xeon  and  Xeon  Inside  are 
trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries.  ©  International  Business  Machines  Corp.  2014. 
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NetApp  Data 
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storage  OS? 


Yep,  NetApp, 


yepnetapp.com 
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NetApp 


©  2014  NetApp.  All  rights  reserved.  Specifications  are  subject  to  change  without  notice.  NetApp,  the  NetApp  logo  and  Data  ONTAP 
are  trademarks  or  registered  trademarks  of  NetApp,  Inc.,  in  the  United  States  and/or  other  countries.  All  other  brands  or  products  are 
trademarks  or  registered  trademarks  of  their  respective  holders  and  should  be  treated  as  such.  Source:  NetApp  internal  estimates, 
March  2014:  VNX,  VNXe,  Celerra  NS  can  run  any  of  Flare  and  Dart  Operating  Systems.  Contribution  of  these  products  to  the  OS 
share  has  been  estimated  based  on  the  proportion  of  NAS  and  SAN  installations  in  these  products  (NAS  -  Dart;  SAN  -  Flare). 


